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D-DAY FOR OUTDOOR ADS. 
PLANNERS TOLD ‘GO EASY’ 


Advertiser’ 
We ekly = 


THE ORGAN OF BRITISH ADVERTISING 


“Accounts, accounts, accounts!”’ cried the Young Wife. “Me?” said the Young Wife. “‘I hardly read anything 
“Every time I add ’em up they come different!” nowadays, except maybe bills. Of course, I see puncu 
“Don’t I know !”’ said Mr. Punch. “ For instanee, most weeks, at the Robinson’s, or the clinic, or the 
one very great authority tells me [have more than _ hairdressers . . .”” 


one and three-quarter million readers—half of |“ That’s the answer, you know,” said Mr. P.. . 
them women.” 


“Goodness!” said the Young Wife. ‘‘ Then why worry ?” ? everybody picks up 
“JT don’t,” replied Mr. Punch, “I ponder. You 


see, another well-informed source reckons that’s 
less than half the story. He makes it more than five 


and a half million ... Are you one, by any chance?” 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 10 BOUVERIE STREET, LONDON, E.C.4 ‘PHONE: CENTRAL 9161 
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ADVERTISER'S WEEKLY 


Ad. Managers And 
P.R.O.’s Are Allies 


Sik,—Three minutes before the 
end of the Institute of Public 
Relations session at the Inter- 
national Advertising Conference, 
a delegate asked: “Should the 
advertising manager come under 
the P.R.O., or vice versa or 
should they be of equal stand- 
ing?” He got no answer. The 
clock had struck. 

The question, however, illus- 
trates the prevailing confusion of 
thought as to the functions of the 
P.R.O. Some definition is called 
for. 

The advertising manager inter- 
prets the product; the P.R- 
interprets the firm which makes 
that product. 

The practical relationship be- 
tween the two executives must 
depend upon the internal set-up 
within an organisation and must 
be settled much in the same way 
as are the relationships of the 
company secretary and chief 
accountant, or the works manager 
and the production manager. 

The status of the offices of ad- 
vertising manager and P.R.O. 
will depend upon the attitude of 
top management in its assess- 
ment of the comparative values 
of public relations and advertis- 
ing in its scheme of things. 

If, to carry out certain aspects 
of his work, the P.R.O. uses the 
medium of advertising it does not 
mean that he is trespassing upon 
the domain of the advertising 
manager or threatening his status. 
Neither does it mean that the ad- 
vertising manager is expected to 
abrogate his claim to be the ex- 
pert in his particular field. But, 
where there is a deliberate public 
relations policy in operation, it is 
expected that he should be pre- 
pared, if need be, to give the 
P.R.O. the benefit of his technical 
experience and advice. The 
P.R.O. and the advertising man- 
ager are not in competition with 
each other; they have comple- 
mentary jobs. 


8,000,000 families see what they want and want what they see in ~~ 


THE NATION'S SHOP WINDOW 


TO THE 


LETTERS 


EDITOR 


Finally, because it suits some 
organisations to merge, under one 
person, the offices of P.R.O. and 
advertising manager, it does not 
indicate that the offices are 
synonymous. Any merger of the 
two offices, however, is likely to 
be unsatisfying from the point of 
view of the employing organisa- 
tion since there are inherent 
dangers that the occupier will not 
be able to give his best and fullest 
attention to either of these im- 
portant aspects of management. 

NORMAN H. ROGERS, 

Member of the Council of the 

Institute of Public Relations. 


An Ad, Ban And 
Public Policy 


Sin,—In To-morrow’s Topics 
(July 19) reference was made to a 
statement by the Council of the 
Pharmaceutical Society with 
regard to the sale of contracep- 
tives by| pharmacists. The Society 
has expressed the opinion that 
“the only satisfactory course is 
for no indication either direct or 
indirect to be given at any 
pharmacy that contraceptives are 
sold there.” 

My Association regards this as 
most unfortunate. The Royal 
Commission On Population said 
that “public policy should assume 
and seeh: to encourage the spread 
of voluntary parenthood.” The 
Commission also found that “the 
great majority of married couples 


nowadays practise some form of 
birth control in order to limit 
their families,” and that if mech- 
anical methods of contraception 
were not available “other means 
would be used, and some of them, 
e.g. criminal abortion, the pre- 
valence of which is even now 
distressingly high, are very un- 
desirable.” 

There can be no doubt that 
there is a large demand for reli- 
able contraceptives by married 
couples; if this demand is not met 
by pharmacists it will be met in 
other and much less satisfactory 
ways. Without making any ex- 
aggerated advertisement or dis- 
play it should be possible for 
pharmacists to indicate that they 
can supply contraceptives, and 
thus follow the public policy 
recommended by the Royal Com- 


mission. 
IRENE M. JAMES. 
Genera! Secretary, 
The Family Planning Association. 


Those Lavish 
Reminders! 


Sirn,—How much longer are 
advertising managers to continue 
to receive the lavish reminder 
cards one has come to associate 
with some of the leading women’s 
journals? 

In these times of shortage of 
materials, have they ever con- 
sidered a more economic and at 
the same time a more efficient 


Twenty-Five Years Ago 


August, 1926 


A “Come to Britain” campaign 
was launched with the backing of 
great commercial] and industrial 
concerns, and the shipping and 
railway companies. 

* * * 

Manchester Markets Commit- 
tee had a film made to publicise 
the city’s facilities for importing 
and marketing food. 

* - 

George Cuming started his 
own agency “after a long asso- 
ciation with W. S. Crawford Ltd.” 

* ¥ * 

LS.B.A. protested against a 


proposal to accept commercial 
advertisements in place of “Buy 
British” cancellation stamps on 
letters. Objection was against 
“a proposal to appropriate private 
property without payment or 
consent.” 
* oa * 

The Fleet Street Club amal- 
gamated with the New Advertis- 
ing Club. 

* * * 

Daily Express claimed the 
second largest net sale of any 
national daily newspaper and the 
largest net sale of any daily paper 
printed solely in London. Their 
figure was 909,493. 


AucustT 2, 1951 


means of drawing attention to 
their startling facts. The waste 
of board and envelopes involved 
is appalling. 

1 would venture to say that in 
100 per cent of the cases where 
such notices are received they are 
immediately consigned to the 
waste paper basket. 

Any advertiser knows that 
should his message become too 
blatant it defeats its own object. 
1 therefore appeal for a more 
rational and economical outlook 
and a lightening of the load of 
my waste paper basket. 

R. M. BADDELEY. 
19 Harewood Road, 
Isleworth. 


Common Basis For 
Surveys 


Sin,—Though I hate to throw 
cold water on anybody's pet 
schemes, 1 must point out that 
“Advertising Agent's” suggestion 
(July 26) is not in accordance with 
the brutal facts. The existence of 
an Advertising Research Founda- 
tion in the U.S. has by no means 
resulted there in “a common 
basis for readership surveys,” and 
there is consequently no reason 
lo suppose that a similar Founda- 
tion in this country would do any 
better. 

There are various reasons for 
sponsoring an Advertising Re- 
search Foundation, some of them 
highly praiseworthy and some of 
them less so. But it is silly to 
drag the proposal, like King 
Charles’ head, into arguments 
with which (as anyone who knows 
anything about readership surveys 
would realise at once) it has 
really very little connection. 

It would be interesting to know 
why “Advertising Agent” does 
not sign his name: his proposals 
do not seem so revolutionary as 
to require anonymity. Anyway, 
who does he think he is fooling? 

HARRY HENRY, 
Director, Market 
Information Services Ltd. 
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TYPE; 1S sthe VOICE 
of the printed page. 


Here you see words set in 


4 ° 9 
a serene, melodious’ face: 
Bembo, one of the renowned 


designs which The Monotype 


Corporation Ltd. | swmmoancon | 


OF OUR NEW 
“TYPE CHART” BROADSHEET 


offers as a solution: of | cnow so wr nas cen 


is available to any Delegate to the Seventh 
International Congress of Master Printers. 


free in mailing tube. When the present stock 
is exhausted there may be a considerable 


maximum persuasiveness interval before a reprint. The same may be 


said of our Broadsheet “Inscription for a Print- 


ing Office”, set in the fine Perpetua capitals. 


into dwindling areas! | ng | 
THE MONOTYPE CORPORATION LTD 


Reg. Office: 55-56 Lincolns Inn Fields, London, W.C.2. Head Office & Works: Salfords, Redhill, Surrey. Reg. Trade Mark Monotype 


FREE FOR 1}p. STAMP: VISUALIZATION CARD IN TWO COLOURS, “93 FAMOUS FACES”; 8-p. PAMPHLET, 
“21 CLASSIC BOOK AND PUBLICITY FACES”; LEAFLETS, “WHAT'S THAT TYPE FACE?”, “ALPHABETS”, ETC. 
Set in ‘Monotype’ Bembo 270 and (in panel) Bembo Bold 428 
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in the world 
daily inch 
per thousand 
space rate 


daily net sale 


or 


Daily Mirr 


Sa Lai agate ee |: on ee a ae perineal <  ..  Oe SS a ees 
, ; ss a . a 
: : " 
F dj * ae : st a3 
ef Boe ce ee ¢ Lid . 
in ‘ i “Sols Ric | " eer ‘e 3 
5 s Baty Me ee. 2 is 
: Be ons Sod ae a ey. 
; : "hae a 
; Oper" F 2 
RE ae 2 eae z Oa 
xt to ¥ i _ "I 
; ; eee Pe s : 
i - { 28 a a 
a 4 : of ih J ; a Ly ‘ Ps 4 
- ‘f St, fe, od - ee tog Z ae are ‘ 
pes awe a 7 ,? Pin a sf 4 an f <4 
Ss - ,_. Be ge 0 me F ‘ 
se z ee # ee 4 . A ees ye : as ease f 
q) 4 r ae 3 wnt ne Od 
is ie 2 a ane. ie kp” p-aue EF 
eae $, d . eer : : 4 Pas vi) 
AN ) ae & ~ nth dae Ee P : + eee se 
‘Se a é ioe J ad ie ee: ABs ~e fg ; : ¢ : 
F. Se BR vm ee | a ee ee me St - : 2 
te eo. ay, ; rok a ’ *.23 Re 3 os . : a c a 
2 J “ ee ee is Oe cg — @ ‘ 7 ~ it ef ~ 
‘s ter” < a 5, ae a : 
i” a a *} 
st » ae Tate. es 3 
a oe * s 
Ora = ° 
bia oe é : 
wy 7 ee ae 
ct ae owe : af _ ig! 
: ZZ 2 Mh ee z 3 
; re Mga tf Yar 
7 oh (a Ff 7 | ' s 
; 3 fe. = t ~y ¥ 4 
% ‘ 44 4 a . 
"A i J { 5 ' 5 
7 oe & P a oe. , 4 
sy eeeeenemes ete | | if!) 
Ch at pe ats ee 
Pe DF ay og» Fe Hh oh eal . 
, a Sed ~- i ee aa | 
ok tray Pa : ih > 7 ee, WG c ey 
_* ries, pe al 4 4 AF f @ 
» ly Ce ae | - dF, teh Wee 
ta ; " vv." is ‘ya 
' 4 a — is 
sn me al melt : ae soe ae ie A “ 
* al 7 ¥ * = 1—] 3 3 
is 4 : : se 7  - Addi - , 
a, Ae ; ' f , 
ES ae ae j ee ; 
4 ++ ¢ iis 
7 had te ¥ wi, 
i 7 be > ; Fit wed’ < x ie i ’ 
ne a et 4 ed 
‘ ro aa 2. pager a€ ie ‘hi 
ia rl wt ot aon S ba, fe 
Dy i hy B pe ‘ * the % ; 
ct ’ + 7 4 - + — AP ix Po : 
Ms, f ‘7 ¢? pa Fact ae : 
FP we 4 y. ao + ” 
ae hl 4 
= mee ee, é dj 
; er 7c ) —_— 
: A a oF “ ON. aaa, i 
ps J of: ones Ae + 3 a 
oes , te eos eee th 
7 a} ps Pn ie) hs ta 
7 1 a ey > Cee 
é f ‘sy ~ ie > Ms i ; 
. ° a A 
; ye: LS - 
. eres «es : o 
iw # if ae eG be . 
et . ‘ — | ™ * 
so ‘ Nie _— ee 
- ba Fined amy ies Meters. 
; ao » - ni Wily 
4 : ‘ J . gies + d : : 
as . c ; - r = : iy 4 ic Cea, . 
; ; St sae a a: Ae a 
aie : fe ‘ a wiiil 
% ir .. - 
say 34h 4 é by 
; ; : : f 4 a 
ae 2 - is 
eas “i ? Me . 
ff Sa » , 7. a 
- =” wee oe ao : 
* be , hy 7 f 
ty ’ ga . wal ame 
mae . omy a . 
: oe ¥ ® ? ; See ; 
: ay 4 : 
: 7 : 
— ae , 
( : u 
> : 
 « S 3 ad 
ig : 
id Bi ; 
aa ae - 8 
oa: eS. . 
—_" . 
oy as 
age! 
ey x 
=i las: 
i 2 is . 
e 
ae . Mi e's. 
= ee a do aa ——- 
7 


Advertiser's Weekly 
August 2, 1951 


Vol. 153 


advertiser's 
Weekly 


The Organ of British Advertising 


No. 1,988 


THURSDAY, AUGUST 2, 1951 


Freddie 


Harradence 


It is with the deepest regret 
that we announce the death of 
F. G. Harradence, late advertise- 
ment director of ADVERTISER'S 
WEEKLY. Mr. Harradence passed 
away in Hayes Crescent Nursing 
Home, Golders Green, on Satur- 
day. He had been in failing 
health since retirement in 1948. 
He was 66. 

Few men have been more 
widely known in Fleet Street, and 
none more beloved, than 
Freddie WHarradence. He has 
been called “the Freeman of 
Fleet Street,” his connection with 
the Street going back for nearly 
half a century; and the re- 
spect and affection with which 
he was universally regarded 
were shown at a dinner in ys 
honour, inspired by what was 
scribed as “the threat | of his im- 
pending _ retirement.” Every 
national newspaper, every Lon- 
don evening paper, all the great 
provincials, many advertising 
agencies, printers and process en- 
gravers were represented among 
a gathering of nearly 150, which 
included some of the leading 
figures in national advertising. 

Freddie’s especial “baby” was 
the National Advertising Bene- 
volent Society, and his name is 
identified with the “Two Freds” 
cricket match which (in con- 
junction with Fred Slaughter, 


D-Day For Outdoor Advertising 


Caution Urged In Last Minute 


Memo To Loeal Authorities 

MINISTRY’S ‘GO-STEADY’ HINT MAY 

STEM ASSAULT ON POSTER SITES 
“Advertiser’s Weekly” Special 


Last-minute moves are being made in connection with, the 
right of local authorities to challenge existing outdoor adver- 


tisements, which came into force yesterday (August 1). 
Ministry of Local Government and Planning 


local authorities urging, it is 
understood, a reasonable use 
of these powers. 


Meanwhile, some outdoor ad- 
vertising contracting firms regard 
an onslaught by their local 
authorities as so certain that they 
are retaining special staff to 
frame appeals where necessary. 

Negotiations between the 
Outdoor Advertising Industry 
Advisory Committee andthe 
Association of Municipal Cor- 
porations have already been held. 
The Committee has appealed to 
the Association to help in obtain- 
ing greater co-operation between 
the industry and local authorities. 

While agreeing with the point 
of view put forward, the Asso- 
ciation felt it was a matter for 
local discretion whether the in- 
dustry should be brought into 
consultation. A circular was, 
however, sent out to Association 
members suggesting how arrange- 


“SCANNING THE PROVINCES” 


The 


is cire 


‘ ments could be made for informal 


talks with the industry. 

In the view of O.A.LAC., 
challengers will, in most parts of 
the country, adopt a reasonable 
attitude. Nevertheless, in the 
opinion of certain contractors, 
all sites may be challenged in 
some boroughs. 

The circular sent out by the 
Association of Municipal Cor- 
porations did not advise anything 
so strong as consultation between 
the local authorities and the 
outdoor advertising industry. It 
did, however, suggest informal 
conferences might be arranged to 
mutual advantage. 

The Association are themselves 
approaching the Minister of 
Lacal Government and Planning 
on the whole question of outdoor 
advertising. They are suggesting 
“an entirely new approach.” 
Their proposals may not be fully 
formulated until experience shows 
how the new powers operate. 


How they do it in Italy. Outdoor 
advertising on a main motor road. 


No Payment By 
Results 


Members of the Institute of 
Public Relations are forbidden, 


under new regulations, to “origin- 
ate in the Press or in any other 
public manner” information 
about the domestic administra- 
tion of the Institute. 

A member is also forbidden: 

To offer his services on a “pay- 
ment by results” basis; and 

To advertise the services of his 
organisation by  circularisation 
to other members. 


A Factual 
Survey 
of 
jo Towns 
& Districts 


® Town & Rural Popu'ations 


© Industrial Employme rt 

® Docks, Exports & Impor's 
® Housing & Dwellings 

© Rating Information 

® Farm'ng & Agricu!tu-c 

© Entertainment, Sport, ¢ c. 


Containing :— 

® Educationa! Fecilities 

® Gas, Evectricity, Water 
® Births, Marriages, Dea'hs 
® Climatic Information 

® Number of Factories 

® Hospitals & Nursing 

® Motor Vehicles 

@ Professional Occupations 
® Telephones 

8 Radio & Television 


MINIAOHS THI ONINNY D8 


of Kemsley House) he organised | Executives should apply FOR FREE COPY to R. H. PENNEY, Advertisement Direc tor, 
Continued on next page Northclifle Newspapers Group Ltd., Carmelite House, London, E.C.4. Cen. 6000. 
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FREDDIE HARRADENCE: TRIBUTES 


annually on its behalf, and which 
has helped to raise some thou- 
sands of pounds during the last 
few years, 


A first rate advertising man, 
Freddie was nevertheless totally 
incapable of advertising or “sell- 
ing” himself, and his acute 
modesty made him most unwill- 
ing to talk about his career or 
achievements. 


His connection with ADVER- 
TISER’S WEEKLY went back for 
more than 25 years, for he was 
its Manchester correspondent for 
a while. But his association with 
Fleet Street started when, as a 
youth of 18, he came there to be 
an office boy to the late Palliser- 
Lomnitz, then London manager 
of E. Hulton & Co., now Kems- 
ley Newspapers. Two years lates 
he went to Manchester to become 
North of England manager for 
Smith’s Advertising Agency, and 
also represented such _ publica- 
tions as Weekly Welcome, Home 
After a 
period with the Osborne-Pea- 
cock Co. in charge of their pub- 
lications department, he estab- 
lished his own _ representation 
Organisation in partnership with 

omas Eaton and _ handled 
Mational papers, like the People, 
Daily Herald, and the Western 
Mail (Cardiff). 

_ Then came an interlude when, 
as he put it, he “chased Germans 
instead of ads.” It was in 1923 
- he joined ADVERTISER'S 

EEKLY at the invitation of 
Roy Clark, then advertisement 
Manager. 


Freddie was a founder member 
of one of the first provincial 
publicity clubs, the Column Club 
of Manchester, and also of the 
Column Club (now Fleet Street 
Column Club) of London. An 
early member of the Aldwych 
Club, he was one of those who 
helped to find its present pre- 
Mises. 

On completing 21 years with 
ADVERTISER'S WEEKLY he was 
honoured by having an issue of 
the paper published to celebrate 
the occasion. Many advertising 
agents, publishers and _ others 
took space to congratulate Freddie 
on his anniversary. 

The feelings of all who knew 
him were expressed at the dinner 
given by his Fleet Street friends, 
when as the recipient of a silver 
tankard “from his Fleet Street 
pals,” he was described as “a 
man who has no enemies and has 
never lost a friend.” 

The funeral service is at All 
Saints Church, Edmonton, this 
(Thursday) afternoon at 3.15. 

These are extracts from some 
of the many tributes we have 
received. 

Philip Emanuel, advertisement 
director of Odhams, writes: 

Long ago, before Lancashire 
was advertising conscious, a num- 
ber of bright, energetic young 
men were trying hard to make it 
so. The business men of Man- 


chester did not particularly like 
the “smart” well-groomed 
Londoners who occasionally 
visited them and endeavoured to 
break down their incredulity. One 
day a fresh young advertising 
man arrived to take up residence 
there: he was not like the others, 
for he was modest, quiet, had a 
sunny smile and presented his 
case ably and with restrained en- 
thusiasm. They took him to their 
hearts and he was Freddie to 
everyone. It was then that I met 
him as a very young energetic 
man. 

Many years later, I saw him 
again in London at a cricket 
match he had helped to organise 
for N.A.B.S. He was in pain 
and walked with difficulty. But 
the same affable quiet smile was 
there. He refused to let his 
enemy, pain, beat him and his 
spirit was still bright and his 
enthusiasm for the good cause he 
was sponsoring was unbounded. 
He was still known, to a much 
wider circle, as Freddie and 
was more popular than ever. 

Now he has passed from us, 
but those who remain will long 
remember his smile, his courage 
and his great humanity and think 
often of Fred Harradence. 


Welcome Everywhere 


Eric Schofield, director and 
general manager, Kemsley News- 
papers Ltd., Manchester: 

I was very sorry indeed to 
learn of the passing of my old 
friend Freddie Harradence. We 
have lost probably one of the 
best-known figures in advertising 
throughout the United Kingdom. 

I have enjoyed his friendship 
since 1910, and I have never 
known anypne speak ill of him. 
His capacity for blending hard 
work and companionship was 
remarkable. 

I do not suppose there is a 
newspaper office or advertising 
agency throughout the length 
and breadth of the British Isles 
that has not at some time wel- 
comed Fred Harradence, and in 
the early days of advertising con- 
ventions his canvassing abilities 
and resourcefulness in every con- 
nection were abundantly evi- 
denced in the consequent supple- 
ments of the ADVERTISER'S 
WEEKLY. 

It is a great pity that he had 
to endure so much suffering at 
the end of his life, because if any 
man truly earned a long and 
happy retirement amongst his 
friends jt was Freddie. 


Loved In Ireland 


Charlie McConnell wires from 
Dublin: I am sad to learn of the 
passing of my old and true friend, 
Freddie Harradence. He was 
loved by many over here and 
admired by all in Publicity House 
for his work over many years for 
advertising. May his memory be 
for ever green. 


Andrew Milne, director and 
general manager, Drapers’ Record 
and Men's Wear; chairman, Fleet 
Street Column Club: 

It would be very interesting to 
know how many hundreds of 
pounds have gone into N.A.BS. 
as a result of the famous annual 
cricket match which’ Fred 
Harradence and Fred Slaughter 
have organised over the years. 

It must be some thousands, and 
most of us know only too well 
the tremendous amount of energy 
and enthusiasm put into it by the 
Freddie who has now passed 
away. 

Few people can have made 
more friends and, what is more 
important, kept them. 

He was a great character and 
a lovable one too—friendly and 
kindly; and one felt if one could 
do a good turn for Freddie it 
would be a real pleasure. 

In a quiet, behind-the-scenes 
kind of way Freddie has- done 
his full share in spreading the 
spirit of comradeship and good- 
will in our business—the result 
of which is, the loss is ours. 

R. O. Price, of the Daily 
Express, for 30 years a personal 
friend 

Freddie was one of our greatest 
advertising representatives. He 
took Fleet Street to Dublin and 
Devon—to Leeds and Lough- 
borough. He was officially a 
seller of space and in selling it 
put his inferiors on a pinnacle. 

Freddie was a gentle man. His 
was the principle that if one can 
speak no good of a man one 
may speak no evil of him. 


Driving Force 


Fred Slaughter, general adver- 
tising manager, Kemsiey News- 
papers: 

The death of Freddie Harra- 
dence has caused me great grief. 
So passes from our midst one of 
Fleet Street's most lovable 
characters. To me, and indeed to 
his multitude of friends, he was 
in every way a great sportsman, 
a charming gentieman, and one 
whose principal aim in life was to 
do good to others, to help the un- 
fortunate, and to encourage 
everyone to follow his noble 
example. 

It was my good fortune to have 
been a very close friend of 
Freddie’s over a long number of 
years. We inaugurated what I 
imagine has now become, and 
will I hope continue to be, one 
of Fleet Street’s most talked of 
and popular annual! events — the 
Two Freds Cricket Match. Over 
a chat and a drink some 15 years 
ago the idea was born. From the 
beginning effort of about 37s., 
our great and deserving N.A.B.S. 
has benefited by some thousands 
of pounds. 

Most of the credit for this I 
give umreservedly to Freddie 
Harradence. His was the driving 
force. 


Auoust 2, 1951 


The Chief’s 
Tribute 
In 


a letter signed “The 
Chief,” published in “Adver- 
iser’s Weekly” on the occasion 
of Freddie Harradence’s 2ist 

journal, 


siderateness for 
friendship — all the more 
because his be- 


longs to us all; not only to 
his colleagues here, but to 
Fleet Street, and to advertising 
men and interests from Lands 
End to John o’ Groats; to all 
these he is ‘Freddie’ a personal 
friend and helper and well- 
wisher.” 


Agency’s 


Extension 


Mather & Crowther Ltd. have 
taken extra o s at 9 Savoy 
Street, on the south side of 
Brettenham House. This new 
accommodation has absorbed an 
overflow of staff which now 
totals 220. 

In 1935 Mather & Crowther 
left their New Bridge Street 
offices that were subsequently 
destroyed by a single bomb and 
moved to Brettenham House 
where they took 8,810 square 
feet on the fourth floor. Two 
years later they took 2,765 sq. ft. 
more on the floor below. They 
have taken a further 5,300 sq. ft. 
in their new extension which 
houses the secretariat, the 


accounts and checking depart- 

ments, exhibitions and printing. 
To prevent the offices looking 

like a hospital and to soften the 


New reception hall 


austerity of plain white walls, the 
ceilings in the new building have 
been painted yellow, and each 
office door is a different colour— 
red, blue, green and so forth. It 
is interesting to compare D’arcy 
Braddall’s design for the main 
reception hall, built in Brettenham 
House in 1935, with that of K. 
Donald Atkins who is responsible 
for the new extension. 


—— 
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SPONSORED RADIO 


LIVELIER VARIETY 


—Lord Woolton 


Lords Debate Beveridge Report 


PONSORED programmes would give livelier variety Lord 

colton declared in the House of Lords debate on the Bever- 

idge Report on the B.B.C. Lord Brand alleged that commercial 
sponsoring was “a poisonous influence” on broadcasting. 


Lord Woolton said: “We are 
told that if we have competition 
the bad will drive out the good, 
and that broadcasting in this 
country would be much worse if 
it were left in some part to people 
who are motivated by a desire to 
sell goods by broadcasting. 1 
wonder whether that is true? I 
wonder what is the evidence for 
that argument? 

“It is based on the idea, appar- 
ently, that we needs must love 
the worst if we are free. 1 do 
not think that reflects our general 
character. There are two types 
of B.B.C. programmes which I 
find very much below the stan- 
dard of sponsored American pro- 
grammes. Strangely, one is the 
programme designed to amuse us, 
to make us laugh. The other is 
the religious programme.” 

Viscount Samuel said: “The 
reason why so many of us are 
bitterly opposed to the principle 
of commercial broadcasting is 
that the moment that is intro- 
duced it alters the balance of 
tastes that are catered for. 

“You have people paying fan- 
tastically high fees to the best 
performers or speakers or 
musicians, whichever they may 

. in order that their own com- 
modity may receive advertise- 
ment, on what is stupidly called 
‘the air’. but what ought tc be 
called ‘the ether’, as against their 
rivais. 


‘Degrading The Standards 
of Broadcasting’ 


“There is an odious but com- 
mon expression that ‘time is 
money’. It would be much more 
true to say that ‘time is life’. It 
is the listener’s leisure time which 
is being used, and why should 
he, in the time he wishes to give 
to listening, be catered for by 
people whose main object is to 
advertise the virtues of their soap 
or pills, or whatever it may be. 

“Why should we, for the sake 
of picking up a million or two 
here and there, degrade the stan- 
dards of our broadcasting system 
by diluting it with a continuous 
stream of commercial advertis- 
ing?” 

Lord Beveridge complained of 
“slight misrepresentation” in the 
Government’s White Paper. He 
added: 

“The fact is that seven mem- 
bers of the Committee were 
against any advertising on the air 
at all; one was for sponsored 
broadcasting; and three, including 
myself and both women members 
of the Committee, were in favour 


of allowing advertising to be 
used under strictly limited condi- 
tions and at strictly limited times. 
We thought that the ether should 
be used just as particular columns 
in the newspapers are used for 
advertising. A minority of four 
against a majority of seven is 
fairly substantial, and might have 
been mentioned in the White 
Paper. 

“All of us on the Committee 
wanted a public service of 
broadcasting, whether a com- 
plete monopoly or not, engaged 
only in public service and not 
dependent on money from ad- 
vertisements.” 

Lord Brand said that in spon- 
sored broadcasting the advertiser 
wanted one thing only—to get 
the biggest possible audience. 
Such an audience could not be 
secured by educated and cultured 
kinds of broadcasting. It was 
obtained at “a fairly low level.” 


Government Opposed ‘Root 
And Branch’ 


The Earl of Elgin said: 

“I can assert my own will in 
looking or not looking at an ad- 
vertisement in a newspaper or on 
a hoarding, but if I turn off the 
programme because of an adver- 
tisement | may miss something 
very important or entertaining 
which comes immediately after- 
wards, 

“Having had an opportunity 
of listening to home broadcasting 
in America, I say emphatically 
that once we began with adver- 
tisements, we would not be able 
to stop it.” 

Viscount Jowitt, the Lord 
Chancellor, said the Government 
were root and branch against 
sponsoring in any form, even 
limited and qualified sponsoring 
which they regarded as the thin 
end of the wedge, and just as 
dangerous. 

He added: 

“I do not pretend that I, at 
any rate, have an open mind on 
this matter. I have made up my 
mind and I am definitely against 
the sponsored programme. 
believe that it would damage the 
whole tone of broadcasting. 

“You may call it, if you like, a 
sentimental objection, an esthetic 
objection or, possibly, a spiritual 
objection; but I am thankful that 
there is no sponsoring in this 
country and I devoutly hope that 
We never shall have it. i think 
the whole standard of our broad- 
casting largely depends on our 
keeping it out,” 


WOULD GIVE 


| ‘Ask Residents For 
Ad. Money’ 


“All the residents realise the 
importance of advertising and I 
think if someone went around 
collecting money, a large sum 
could be raised.” 

This suggestion was made by 
Mrs. G. M. Daltry at a meeting 
of Rhyl Publicity Committee. 
She herself had collected £30. 

A sum of £328 remains to the 
committee for advertising and it 
Was pointed out that this would 
only last one month when adver- 
tising started again next year. 

Councillor P. Garnett, chair- 
man, said a local committee was 
organising a midnight show to 
raise money for newspaper adver- 
tising. 


ADVERTISER'S WEEKLY 


ODD SP@T 


TRAVEL 70 IRELAND THE PROFITABLE WAY ! 


Education Moves By Direct Mail 
Advertising Association 


A. Edward Jones (joint manag- 


annual meeting last week. F. T. 
Day (advertising and 
manager, Samuel Jones & Co., 
Ltd.) is vice-chairman. 

Miss Kay Murphy has offered 
‘to present the Association with 
a chain of office for the chairman, 
and Mr. Clarkson is giving a 
presidential chain. 

Committee chairmen at the 
meeting, which was presided over 
by Sir Frederick Rowland (presi- 
dent), reported as follows: 

Mr. Clarkson: There was £282 
in hand at the end of the year. 

Major C. V. Wattenbach: 
Membership has increased by 21 
to 242. 

Norman Cameron: Although 
luncheon meeting attendances 
were up, the average was only 80 
out of 200 London members. 

Campbell Gifford: Paid adver- 
tising in Direct Advertising had 


Leading British Direct Mail Advertisin 
seen in this informal picture preparing for a recent ex 


risen from 8 pages to 194. More 
contributions were wanted for 
Bulletin. 

F. T. Day: Examples of house 
journals and portfolios were 
needed. ; 

Ronald Peacham: A stumbling 
block in education was lack of a 
suitable textbook on direct mail. 
It was hoped to obtain a revised 
edition of Max Ritson’s book. A 
meeting was to take place with 
Drummond Armstrong, director, 
Advertising Association, on the 
question of education in direct 
mail advertising. 

Mr. Clarkson, giving his chair- 
man’s report, said direct mail, as 
a medium, was becoming more 
recognise 1 for its true worth. 

The new council comprises: 
W. A. Camp, J. W. W. Casvels, 
Arthur Chadwick, R. J. Cowen, 
Miss Audrey Deans, A. Campbell 
Gifford, A. F. Gomm, Horace 
Martin, Miss Kay Murphy, 
Ronald Peacham, Major Beecher 
Stow. Don Tibbenham, Mrs. 
Beatrice Warde, and Major C. V. 
Wattenbach. 


Association Eesenee are 
i 


bition. L. to r. 


they are: Frederick T. Day (the new vice-chairman), A. Edward Jones 
(chairman), H. L. Clarkson (retiring chairman), and Norman Cameron. 
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‘If words are bullets—photographs are bombs’ 


Good Design In Ads, Catalogues And Print 


CONGRESS CONSIDERS PROBLEMS IN 
PRESENTATION AND LAYOUT 


What does the privter require in an advertisement layout? 
An answer to this question was provided at the International 
Congress of Master Printers last week by André Rousseau, of 
France, who spoke on “Design in Print,” and by others who 


contributed to the discussion. 

The working out of a design 
for an advertisemeat, said M. 
Rousseau, might be split up into 
a series of phases as follows: 

Collecting of all trade and 
documentary information coa 
cerning the question. 

Planning of the advertisement: 
copy writing, selection of lems 
to be represented, illustration. 

Planning of the printing: size, 
type, process of reproduction, 
mounting. 

Creation of the design itself. 

The actual printing: type 
matter, designs, photographs, etc. 

These various stages, said M. 
Rousseau, should, as far as pos- 
sible, be supervised by the same 
person, who must be both a 
qualified advertiser and an expert 
technician of the art of printing. 

What were the qualities essen- 
tial to good designing? An ad- 
verlisement remained a product 
of the mind until it came out of 
the printer's workshop or the 
stitcher’s hands. Only the layout 
enabled one to have an idea of 
what it would be like, and the 
client to give his order. The lay- 
out was the technician’s only 
reference when the work was 
completed. It must have the fol- 
Jowing qualities: 


Avoiding Arguments 


It must be very similar to the 
finished article, therefore very 
detailed; firstly, so that the client 
might have something definite to 
choose from and thus to avoid al! 
arguments later; secondly, so as 
to be a sound foundation for the 
technician's work. 

It must be true—that js to say. 
no artificial means of attraction 
must be used which could not be 
carried out by the trade. The lay- 
out should be detailed to the 
extent that it showed the text 
matter in full or in part, com- 
posed in its proper type. The 
colours should be touched in to 
convey the effect of the printed 
job. 

It must be complete. One could 
not lay too much stress on the 
importance of typography in lay- 
out. Jt was surprising how much 
poor-quality printing was turned 
out simply because there had been 
no idea of the general effect, the 
design. the parts of illustration, 


and the typography. 
On the subject of the large 
store’s catalogue. M. Rousseau 


said that the problems of design 
were of a rather special nature 
since a large number of very dis- 
similar articles had to appear in 
as small a space as possible. Often 


very short notice was received 
and th.s made the designer's task 
even more difficult. 

[he designer was compelled, 
therefore, to solve these problems 
in a way which had but little 
regard for the esthetic side of 
the question. The main point was 
to represent the articles for sale, 
to show them to their advantage, 
and to compose the foot-lines and 
the prices in accordance with the 
illustrations. 


Planned Harmony 


The number of articles to be 
presented on each page, their 
size, the importance of the most 
prominent article, the length of 
the foot-note, all had to be 
planned from the very start. Then 
groups of pages which were to 
be opposite one another, or 
which had to follow one another, 
must be planned to fit in with 
the harmony of the whole work 
and according to some logical 
order. In Short, implacable rigour 
must be linked with the utmost 
versatility. 

Finally, a catalogue compelled 
the designer to have a thorough 
knowledge of the various repro- 
duction and printing processes he 
would have to. use. 

M. Rousseau then considered 


design in print in relation to 
photography. 

In the rapid evolution of 
graphic arts, he said, photo- 


graphy was a revolution which 
directly affected the fundamental 
principles of newspapers, maga- 
zines, books and printing gener- 
ally. Photography had established 
itself as being all-powerful, to 
such an extent that if we could 
say “words are bullets,” to- 
morrow we should have to state 
that “photographs are bombs.” 
One could imagine the impact of 
such a slogan on the publicity 
and publishing world. This 
revolution in the graphic arts was 
constantly spreading. 

“Does that mean that photo- 
graphy will take the place of 
printed matter?” he asked. “No. 
of course not. That will doubtless 
be the case in many fields of 
action, for it speaks a new 
language to our universe con- 
stantly bullied by time and speed.” 

What had photogravhy to do 
with design in print? A lot. since 
it would soon be impossible to 
plan a design in which photo- 
granhy would have no part. 

Photographs drew the reader's 
attention to the accompanying 
text. They were there to hold 
the reader and entice him to read 


André Rousseau 
of France 


the text. That was the method 
followed by modern magazines; 
it was the one followed by gifted 
designers for most of their ad- 
vertisements. 

A good photograph must speak 
for itself, tell its story, be beauti- 
ful and simple too. It must not 
be merely a technical exercise: it 
was the realisation of the photo- 
grapher’s vision, of the freshness 
of his imagination, of the steadi- 
ness of his good taste. 

With this technique and his 
talent. the photographer should 
be able to convey to the reader 
his own vision of the world. 

Few photographers achieved 
this, but those who had sufficient 
will and knowledge to do so pro- 
duced masterpieces. 

The opportunities in photo- 
graphy open to design in print 
were countless. Whether it was a 
question of reproducing objects 
in black or in colour, of enlarg- 
ing or reducing, of artificial com- 
binations cf several pictures on 
the same scale or on different 
scales, photography gave un- 
limited scope. During the last 
few years the development of 
coloured photography had in- 
creased the range of this new art. 
the more so as the techniques of 
reproduction had developed 


Sir Robert 
Leighton 


Malcolm 
McCorquodale 
accordingly. 

Summing up, the speaker said: 

“A good design is one in which 
the laws of optics and psychology 
are taken into account so as to 
balance contrasts: the foreseen 
and the unexpected. It must catch 
the eye, hold one’s mind, but 
never pall or turn away. It must 
make a discriminate use of means, 
and show imagination and care 
for the aim in view. It may be 
strict and limited as in the case 
of administrative papers or rail- 
way time-tables. 

“For a poster, on the contrary, 
or an advertisement, the designer 
must possess very special quali- 
ties, very steadfast and finished 
workmanship. But it is really 
in the field of publishing that the 
first-rate designer will be able to 
give his full measure and know 
the greatest joys.” 

M. Rousseau’s talk was illus- 
trated with lantern slides showing 
steps in design layout. 

Bertil] Kumlien (Sweden) said 
that, though the designer should 
be the client’s first contact in a 
printing office, unfortunately—in 
Sweden at any rate—it was the 
custom for the client to talk with 
an, office representative about 
prices and so forth, and after- 
wards the designer was asked to 
@ Ca Continued o on page 246 


PRINT—A MIGHTY INFLUENCE ON 
THE HUMAN RACE 


The role which the printer 
could play in forwarding inter- 
national understanding was 
stressed at the banquet of the 
Seventh International Congress of 
Master Printers last week. 

“It is our hope that the Inter- 
national Bureau of Federations of 
Master Printers will play its part 
in bringing about ‘the parliament 
of man. the _ federation of 
the world’.” said Malcolm 
McCorquodale, M.P. Emphasis- 
ing the value of closer co-opera- 
tion between peonle of different 
nations but of the same craft. 
he continued: “I believe that 
vrinters, for good or ill, can 
influence the human race as per- 
hans no other craft can. 

“I suppose it is too much to 
hope that we might get an 
arrangement 


whereby each 


country might get a fair share of 
paper supplies,” he added 

Rolf Unwin, president, British 
Federation of Master Printers, 
referred to the opening session of 
the International Advertising 
Conference, when the Duke of 
Gloucester had said that the real 
task of all was to keep the free 
world free. Printers, said Mr. 
Unwin, could do much to create 
a full appreciation of this in all 
countries. Of all the vehicles 
created to influence men’s minds, 
printing was the most powerful, 
enduring and versatile. 

The welcome accorded to the 
foreign delegates to the Congress 
and the high quality of the papers 
and discussions were praised by 
F. Lefort-Lavauzelle, president, 
council of administration, Inter- 
national Bureau. 
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WANTED: HUMOROUS PROSE 
AND VERSE 


‘Advertiser’s Weekly’ Announces A New 


Christmas Number Competition 
Do you write humorous prose or verse? If you do, you are invited 
to enter a competition promoted by “Advertiser’s Weekly” to find 
new contributors for its Christmas Number. 
A prize of £15 15s. is offered for the best humorous story or sketch. 


For the best humorous verse there is a vrize of £10 10s. 


Rules of the competition are as follows: 
1. Every contribution must have advertising or publicity as its theme. 
2. Prose entries must not exceed 1,000 words. Verses must not 


exceed 40 lines. 


3. Entries must not have been published in 
4. Entrants must not previously have contributed to 


Weekly” Christmas Number. 


any other journal. 
“Advertiser's 


5. Entries, addressed to The Editor, Advertiser's Weekly, 180 Fleet 
Street, London, E.C.4, must be submitted not later than October 


8, 1951. 
‘umber Competition.” 


6. Decision of the judges must be 


Envelopes and MSS must be clearly marked “Christmas 


accepted as final. 
Winning stories and verses will be published. in the “Advertiser’s 
Weekly” Christmas Number on December 20. The editor reserves the 
right to publish in this issue any other entries he considers worthy of 


publication. 


Consolation prizes will be awarded to the authors of 


any entries thus selected. Names of the judges will be announced later. 


Equalised Price Of Newsprint 


Following announcement by 
the Ministry of Materials of an 
increase of £6 18s. 9d. per ton 
in home-produced newsprint, the 
Newsprint Supply Company has 
raised, from Monday last, the 
equalised price of newsprint sup- 
plied to all newspapers participat- 
ing in the company’s scheme. 

F. P. Bishop, M.P., general 
manager, in a letter to all news- 
papers, says that prices will be 
increased to (lightweight) 14 lb. 
demy 500°s £65, 144 Ib. demy 
500’s £64 15s. and 15 lb. demy 
500’s £64 8s. 9d. 

“These new equalised prices,” 
says Mr. Bishop, “will be opera- 
tive after delivery has been made 
of one-quarter of the tonnage 
allotted as applicable to the 37th 
licensing period which runs from 
July 1 to November 3. 

“In the case of the home midds, 
newsprint invoiced on or after 
July 30 will be at the new 
equalised price, and jin the case 
of the overseas newsprint, this 
will be invoiced at the new 
price on shipments which arrive 
on or after Monday. 


“At a later date, when the 
figures have been ascertained, 
the company will make an 


accounting with each newspaper 
office for both overseas and home 
mills tonnage. adjusting the prices 
charged on the invoices to the 
above basis. 

“The price mentioned for 144 
Ib. demy 500’s will be the ruling 
price for all overseas newsprint 
of the substance now being 
imported.” 

No Penny’Post 

A deputation of M.P.s asked 
Mr. Ness Edwards. Postmaster- 
General. to introduce a penny 
post for non-urgent letters which 
would be delivered by the second 
post instead of the first. 

Mr. Ness Edwards said the 
scheme was not practicable at 
present. 


TOTHILL PRICES 
AND RATES UP 


Tothill Press are raising selling 
prices and rates of most of their 
journals. The advertisement 
rates have not been raised since 
1948. 

The following monthlies will 
go up from 2s. to 2s. 6d. in 
August, Coke and Gas, and 
Wood; in September, Building, 
Colliery Engineering, Diesel Rail- 
way Traction, Food, Industrial 
Chemist. Power and Works Engi- 
neering, and Water Power. In 
September also the two weeklies, 
Railway Gazette and Shipbuilding 
and Shipping Record, will be in- 
creased from 1s. 6d. to 2s. 

The increased advertisement 
rates come into effect immediately 
for new business and on Septem- 
ber | for existing advertisers. 12- 
insertion page rates up as follows: 
Building, from £23 to £24 3s.; 
Coke and Gas, £20 to £21; 
Colliery Engineering, Diesel Rail- 
way Traction, and Food, £23 to 
£24 3s.; Industrial Chemist, £25 
10s. to £26 15s. 6d.; Iron Works 
Engineering, £23 to £24 3s.: Water 
Power, £25 to £26 5s.; Railway 
Gazette and Shipbuilding and 
Shipping Record (13 insertions). 
£23 to £24 3s. 


Conference Film 
Show 


Tickets for the special showing 
of the Conference film at the New 
Gallery, Regent Street, on Friday 
August 10. are now available 
from the Advertising Association. 

Admission is free. Doors open 
10.45 a.m.; no admission after 11. 

The showing, by permission of 
the J. Arthur Rank Organisation, 
will last half-an-hour. 


J.C. C. Bowling receiving the 
Cup from J. J. Mather (advertisement and publicity manager of the 
“Yorkshire Evening News’) after the Publicity Club of Leeds annual 


golf competition. 
first left, Stanley Gray, 
“Yorkshire 


Leeds 


Golf Trophy For 
Bowling 
In ideal weather, J. C. C. 
Bowling won the Yorkshire Even- 
ing News Challenge Cup with a 
net score of 69 at the annual golf 
competition of the Publicity Club 


of Leeds held at Cobble Hall, 
Leeds. 
Runner-up was Deryck PF. 


Hirst, last year’s cup winner (71), 
and he was awarded a special 
prize presented by the Yorkshire 
Post. A third prize went to 
tanley Gray, president of the 

lub (72). 

Putting competition winners, 
Mrs. Blanche Powell and F. Price, 
received prizes presented by the 
chairman, Henry J. Sutcliffe. 

At a dinner that followed, the 
Challenge Cup was presented by 
J. J. Mather, advertisement and 
publicity manager, Yorkshire 
Evening News. 


— 


Swiss Trip Planned 


Regent Advertising Club are to 
organise a week's tour for mem- 
bers in Switzerland in July of next 
year. 

With the co-operation of the 
Polytechnic Touring Association, 
plans will be made for 30 mem- 
bers to fly to Lausanne. 


“Yorkshire Evening News” 


Challenge © 


First right is Deryck F. Hirst, the runner-up, and 
president of the Club, 
E vening Ne ws’ 


who won third prize. 
pic ture. 


al 's Club 


Miss G. G. Thomas Is 


New President 


Miss G. G. Thomas (Samson, 
Clark) has succeeded Miss Doris 
Richardson (Norman Kark Pub- 
lications) as 
president of 
the Women’s 
Advertising 
Club of 
London. 

Other 
officers are: 
vice - presi- 
dent, Mrs. 
Mollie Cog- 
lan (Sales 
Research 
Services); 


7 
e 
er 


hon. secre- 
tary. Miss 
Miss G. G. Thomas Mary Scott 
(Cc. D. Not- 


ley); hon. treasurer, Miss Vivienne 
Wright (S. H. Wright); commit- 
tee: Miss Doris Richardson, Miss 
Eunice Kidd (G. B. Hony), Mrs. 
Mary Gowing (S. H. Benson), 
Miss Sybil Mawdesley (Condé 
Nast), Miss M. Wenmoth 
(Griffiths & Millington), Miss 
Olive Bird (National Magazine 
Co.), Miss D. Cornforth (G. S. 
Royds), Miss D. Edmondson 
(Crosse & Blackwell), Miss E. 
Yooll (Gossard). 


Week-end Course On Advertising 


_Since its inauguration three 
years ago Liverpool and District 
Publicity Association has main- 
tained a vigorous policy in educa- 
tional training. 

On October 26-28, their most 
ambitious project is to take place 
—a week-end course in advertis- 
ing. Burton Manor has been 
chosen as the venue, a mansion, 
set in one of the loveliest parts 
of Wirral. 

The course is not only for 
students. It is aimed rather to 
cover as many aspects of advertis- 
ing as possible, up to a standard 
that will interest student and 
executive alike. 


Speakers will include: 

Carl Brunning, of S. C. Pea- 
cock Ltd.; Graeme Cranch, of the 
Market Research Society; D. R. 
Griffiths, director of LS.M.A.; 
Comdr. Robertson - Macdonald; 
Mrs. Beatrice Warde, of the 
Monotype Corporation; L. W. 
Desbrow, of Hulton Press; and 
A. P. Braddock, whose books on 
advertising psychology are well 
known. 

Inclusive cost for accommo- 
dation, meals and lectures is 
£2 10s. (strictly limited to 60 
persons of either sex). 

Particulars may be obtained 


from the organiser, W. E. Anders, 
21 School Lane, Bidston, Wirral. 
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Director for A.P. 


Horace W. Snoad, who has 
succeeded the late S. James 
Brown as managing director of 
Amalgamated Press, began his 
career with the company. 

After a few months, at the age 
of 16, he was chosen by Lord 
Northcliffe to serve on his private 
secretarial staff, where he re- 
mained until he enlisted in the 
Hon. Artillery Company, with 
which he served in France, 1915- 
1919. 

Returning to his job as assist- 
ant private secretary, he travelled 


round the world with Lord 
Northcliffe in 1921. When his 
chief died in 1922, he was 


engaged on special editorial work 
for the firm, and after a brief 
period was made head of Amal- 
gamated Press central editorial 
service. 

In 1925 he became founder 
editor of Woman's Pictorial, for 
which weekly periodical he 
secured the first serial rights of 
the life story of Queen Mary, 
published with the personal ap- 
proval of Her Majesty. During 
the 17 years in which he was 
editor of Woman's Pictorial he 
also edited other magazines pub- 
lished by the company, including 
Argosy and Mother and Home. 

In 1941 he was made editorial 
director of Weldon’s Ltd, a 
subsidiary company, and was 
appointed to the board of Amal- 
gamated Press in 1944. 

Mr. Snoad is married and has 
two sons. He is keenly interested 
in the Hon. Artillery Company 
of which he has been a member 
since 1915, and is at present 
Alderman of the Company's 
Court of Assistants. 

& * * 


John Buck, account executive 
on the Alfred Bird & Sons 
account at Young & Rubicam 
Ltd., will leave the agency on 
October 1 this year to become 
sales promotion manager of 
Bird’s. Mr. Buck joined Young 
& Rubicam in 1948. 

* . +. 


Norman Watkins, who origin- 
ally joined Ronson in 1936 and 
was latterly manager of their ad- 
vertising and goodwill gift ashtray 
department, has joined Beney 
Ltd. as sales promotion manager 
and public relations officer. 

+. * + 


C. E. Davidson has been 
appointed advertising executive 
for F. W. Bridges Ltd., publishers 
of British Stationer, Caxton 
Magazine, and Modern Litho- 
grapher and Offset Printer. 
He formerly handled  ad- 
vertising for Chemical Products, 
and prior to that was with the 
National Magazine Company, 


PSIG. CCR SOE Nr TORR RTS oe ot ER on Be 


> 228 


a eee 


F. C. Beech has been appointed 
advertising manager (North and 
Midlands) of thé Condé Nast 
Publications, with “offices at 1 
Brazennose Street, Manchester. 
Mr. Beech, who has been with 
Condé Nast Publications for the 
past three years as a representa- 
tive, was formerly with the 
electrical trade Press. His 
responsibilities extend to all pub- 
lications of the Condé Nast 
Group. 

+. * * 


Geoffrey K. Nield has suc- 
ceeded C. W. Stokes, who has 
retired from the position of 
European public relations officer, 
Canadian Pacific Railway. Mr. 
Nield joined the C.P.R. publicity 
department in 1926. 

* * * 

Sydney Walton has relinquished 
the position of chairman of 
British Weekly, though he remains 
on the board. His place has been 
taken by J, B. Morrell, chairman 
of Westminster Press and also of 
British Periodicals Ltd., which 
publishes British Weekly. “Cor- 
ner Piece,” which Mr. Walton 
used to contribute, has been dis- 
continued for the time being. 
Editor of the paper is Shaun 
Herron. Mr. Morrell was formerly 
Lord Mayor of York. 

~ . ” 

Clinton |F. Wheeler, Jr., has 
been appointed director of tele- 
vision and radio for Hewitt, 
Ogilvy, Benson & Mather Inc. 
Mr. Wheeler was formerly with 
the television and radio depart- 
ment of Batten, Barton, Durstixe 
& Osborne. 

+ * * 


H. Berkeley Hollyer, publicity 
officer for Torquay, has been 
elected chairman of the Torquay 
Operatic Society. He has had 
over 40 years’ connection with the 
amateur stage and played many 
parts. 

. * 

At the annual meeting of the 
British Typographers Guild 
F. G. A. Scott, secretary and 
treasurer for almost 16 years, 
resigned owing to additional busi- 
ness responsibilities. R. W. Hay- 
Moulder was elected as his suc- 
cessor. e 


* 

Miss A. Dooley, who has been 
with the agency for nearly a 
year, has been appointed assistant 
space buyer for Napper, Stinton, 
Woolley Ltd. ~ 

* . 

Last week, reporting changes at 
L. A. Stronach & Co. (India) 
Ltd., we described J. L. Duke as 
retiring London manager. He 
was, of course, London director 
of the firm. 

- * +. 

Derek S. Henderson, of T. B. 
Browne Ltd., was married to 
Miss Barbara Gordon, a 
sawn of B.O.A.C., on Satur- 

y. 


F. C. Beech G. K. Nield H. W. Snoad 
queruany Nabs Tribute 
L. C. Stephenson To Vernon 


The death occurred on Satur- 
day, at Bridlington, of L. C. 
Stephenson, who was director and 
secretary of Morison’s Advertis- 
ing Agency Ltd., Hull, for over 
20 years. He joined the com- 
pany in 1901 and retired on the 
amalgamation with Mills & 
Rockleys Ltd., in 1934. 

Mr. Stephenson is survived by 
his widow and his son Kenneth, 
who is group manager in Oxford 
for Mills & Rockleys Ltd. 


E. R. M. Goodall 


E. R. M. Goodall, for about 
a quarter of a century advertising 
manager of White Horse 
Distillers, died suddenly on Satur- 
day of a heart attack. He was 66. 

Mr. Goodall started in the ad- 
vertisement department of The 
Times, and for a while worked 
with the Wincarnis branch of 
Colman & Co., Ltd. 

The funeral was at Bognor 
yesterday (Wednesday). 


T. H. Barnes 


Thomas He try Barnes, founder 
and proprieto: of Barnes Printers, 
Stoke Newington, and father of 
Miss Dora Barnes, a vice-presi- 
dent of the Publicity Club of 
London, died last week aged 82. 


Trade Journalist 
Honoured 


On Thursday last at the Cafe 
Royal, London, the British Furni- 
ture Manufacturers Federated 
Associations gave a dinner in 
honour of Leslie Lewis, editor of 
The Furnishing World, to cele- 
brate his 30th year as a furnish- 
ing trade journalist. It was 
attended by the president and 
general council, and by one re- 
presentative of each of the con- 
Stituent associations, from Scot- 
land to the South Coast. 

MacAlister Bexon, the presi- 
dent, paid tribute to Mr. Lewis’s 
work for the development of the 
industry, and his influence in rais- 
ing the status and dignity of the 
craft of furniture making. This, 
he said, was the first occasion on 
which the B.F.M. had honoured 
in this way a member of the 
trade Press, which they held in 
high esteem. 

He presented Mr. Lewis with a 
cigarette box in black walnut and 
sycamore, an exquisite example 
of the trade’s hand-craftmanship. 


Warm tributes were paid at 
the annual meeting of the 
National Advertising Benevolent 
Society, to C. Harold Vernon, 
who, as announced last week, has 
been succeeded as president by 
A. Duncan (chairman of 
Odhams Press). 

H. A. Oughton (hon. treasurer) 
said that the president’s appeal 
for 1950 had 
raised 
£17,060 (as 
magainst 

£13,250 for 
1949). Benev- 
olent expen- 
diture had 


£11,179 to 
£12,189. Mr. 
Oughton 
said that 
Mr. Vernon 
had continu- 
ously  sup- 
C. Harold Vernon ported 


N.A.B.S. for 
over 30 years. 

Mr. Vernon, replying, said that 
he had been glad to have contri- 
buted some ideas that had led to 
the record total of £33,652. 

Tributes were also paid to the 
work of Mr. Oughton, Mr. 
Clarkson, Miss F, A. Sangster 
(retiring chairman of council), 

iss I. M. Ure (general secre- 
tary), and J. R. Conder and 
W. C. G. Drew (hon. auditors). 

The new council comprises: E. 
Glanvill Benn, Ronald B. Browne, 
C. P. R. Crane. W. B. Harbud, 
Stuart Mander, W. A. Messenger, 
Miss E. Nowell, Mrs. A. 
Pearce, Miss F. A. Sangster, G. 
Lindley Sparkes, and J. L. 
Verrinder. John Coope, Miss 
E. M. Dougall, Philip Emanuel, 
Leslie Harwood, and F. Howard 
Potter remain trustee members of 
council. 

The following were added to 
the list of vice-presidents: Hon. 
Lionel Berry, Sir Robert Sinclair, 
Alan Agnew, Alec G. Jeans, 
Stuart McClean, Norman Moore, 
and E. J. Robertson. 

(A. C. Duncan—see 
Personal, page 242) 


Northern Branch of the Insti- 
tute of Incorporated Practitioners 
in Advertising has decided that 
the annual joint meeting of the 
provincial branches of the Insti- 
tute i.e. the Scottish, Northern 
and Midland branches, will be 
held in Dublin early in June 1952. 
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Time was when WOMAN'S 
ILLUSTRATED was the up-and-coming 
advertising medium of the feminine field. 
Now WOMAN'S ILLUSTRATED is up- 
and-here ... UP in circulation, HERE to 
put punch into your sales message. Keep 
your eyeon WOMAN'S ILLUSTRATED. 
Its sheer good value for both reader and 
advertiser, its boldness and its enterprise, 
have made it a force to be reckoned with 
in present-day advertising. 
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an A.P pustication 


PAGE RATE £250 + PRICE 44d WEEKLY 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON E.C4 
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Too Good To Miss 


DVERTISING agents, it is sometimes said, should do more, 

collectively, to make known the scope and variety of their 

services. The exhibition “Advertising Prepares for the Future” 
now to be seen at the London offices of the Institute of Incorporated 
Practitioners goes far to answer any such criticism. 
_J.This exhibition, admirably conceived, impresses both by its 
technical excellence and by the graphic way in which it tells the 
story of a campaign for an imaginary product. Its declared purpose 
is to show, by illustrating a typical advertising problem, the vast 
amount of diverse knowledge an advertising man must acquire 
before he can qualify as an I.I.P.A. associate. But it does much 
more than this. It explains visually, in simple terms, the funda- 
mental principles of advertisement planning and execution. These 
principles are still not sufficiently understood. 
: cause it will encourage advertisers to take greater advantage 
of the skilled agency service available to them, and thus to advertise 
more effectively, it should be visited by every advertising manager, 
and also by directors of advertiser firms. 


Audiences Need Not Yawn 
OES public speaking matter? The publicity clubs think it does. 
Some eminent advertising men, as is too painfully apparent, 
don’t think it matters at all. They spend precious hours writing 
addresses that are often interesting enough, but are wasted on 
‘yawning audiences because the speakers have never troubled to 
learn how to project to an audience ‘either their words or their 
personalities. 

The clubs, of course, are right. It does matter. Many advertising 
men and women are called on from time to time to speak in 
public. The way they speak, the impression they create, is an 
advertisement, good or bad, for themselves and for their firms. 

Ability to speak well in public does not come naturally ‘o us 

all, but it can be cultivated. That is why many clubs have their 
public speaking sections, and why the Advertising Association 
supports them by giving a trophy for their National Public 
Speaking Contest. 

During the two years since it was started, this contest has been 
very successful. The high standard reached at finals in London 
this year was something of an eye opener. 

There is, unfortunately, some danger that because too few 
clubs now have public speaking sections, the future scope of the 
contest may be curtailed. This must not be allowed to happen. 
Every club in the country should regard the encouragement of 
good public speaking as one of its most important aims. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Ads. halt slide 
in circulations 


HILE rising costs and the 

inability to ride the rough 
weather in a changing market 
killed many smali and some 
quite substantial publications, 
the giants in the magazine field 
found their problems too. 

In many cases—perhaps ex- 
cluding the _ popular-priced 
women’s journals — circulation 
hgures showed a tendency to slide 
down the scale. 

Some publishers took the blow 
on the chin, and retrenched within 
their organisations to meet the 
changed economic _ situation. 
Others decided to fight back 
vigorously. 

Those who fought back used 
advertising in all its forms—and 
with considerable success. 

Outstanding example of the use 
of Press advertising and modern 
public relations techniques to sell 
a magazine is provided by 
Hulton’s Picture Post. The open- 
ing phases of their £100,000 
campaign trebled sales in some 
seaside resorts. It remains to be 
seen how many of these sales are 
held in the winter. 

Other publishing houses are 
watching the Hulton circulation 
drive with interest. Some of them 
are expected to follow the lead 
with equally ambitious schemes 
next year. 


Unless there is a marked 
change in conditions, a few more 
publications will go to the wall 
this autumn—among them, pos- 
sibly, a famous monthly. 


Price fixing laws 
next session? 


RADE associations and firms 

which claim special circum- 
Stances in their industries which 
they would like the Government 
to consider before introducing 
the proposed legislation on resale 
price maintenance are being 
asked to write to the Board of 
Trade. 

The Board of Trade are already 
in contact with some trade asso- 
ciations dealing in goods to which 
special consideration of this kind 
may apply. These goods include 
books, petrol, building materials 
and certain technical goods, such 
as motor cars, radio and tele- 
vision and other electrical goods, 


the distribution of which fre- 
quently involves some provision 
of “after-sales” service. 

It is understood that the 
Board’s aim is not to obtain 
comment upon the general argu- 
ments in favour of or against the 
practice of resale price main- 
tenance. What they want is in- 
formation concerning special 
features or conditions in particu- 
lar industries and trades by 
reason of which difficulties might 
follow the legislation giving effect 
to the White Paper proposals. 

This means that legislation is 
almost certain to be introduced 
early in the next Parliamentary 
session and that resale price 
maintenance will be a General 
Election issue. 


‘Ironmongery for 
Christmas’ drive 


ATEST to join the gift 

token brigade with a new 
scheme are the hardware mer- 
chants. 

Following a toy trade develop- 
ment revealed last week, the iron- 
mongers have decided to make a 
bid to capture some of the 
Christmas gift trade. Tokens and 
display material are to be sup- 
plied to 5,000 members by the 
National Federation of Iron- 
mongers. 

— will 
Octobe 


begin in 


Controversy over the long- 
standing proposal that organised 
advertising should take steps to 
put into operation a public rela- 
tions scheme for the industry will 
be revived in the autumn. nd 
there will be a rival for the 
Sinclair Wood plan. The Wood 
Plan envisages an approach 
through Parliamentary and simi- 
lar circles in an attempt to con- 
vince those who are sometimes 
described as “the moulders of 
opinion.” The other plan—yet 
to be named and published— 
advocates a direct approach to the 
public, as well as the high level 
approach. Executives of the 
Advertising Association have seen 
both these schemes, of course, 
and given them careful considera- 
tion. What they really think of 
each, however, will not emerge 
until there have been further dis- 
cussions. But the real problem 
will again turn out to be feontal. 
Where is the money to come from 
for an ambitious scheme? 
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A Counterblast To Copytaster: 
‘You Cannot Criticise Copy’ 


THE CAUSE OF 
THE TROUBLE 


In the June 14 issue 
Copytaster wrote: 

THE writer of the testi- 
monial in this Family Health 
soap advertisement is the very 
yerson for the agency that 
loathes literature. The gay 
little parody at the head of the 
advertisement should lure a 
great many readers into the 
first lines of her paean of 
praise, but they will not get 
very far, for it is a paean 
pitched in a minor key, tune- 
less and monotonous to the 
point of distraction, and so 
lacking in swing or rhythm 
that even the Dead March in 
Saul seems to gallop along 
beside it. Naturally one can- 
not expect a genuine un- 
solicited and untouched testi- 
monial to be a work of literary 
genius, but surely it is permis- 
sible to use a blue pencil or, 
better still, a hacksaw? 


ANY of us in the adver- 

tising business must often 

have wondered whether 
trade paper criticism of the work 
of fellow-writers by an anony- 
mous critic can be well-founded, 
and if so, to whom it is intended 
to be of assistance. It can some- 
times be hurtful. 

Advertising agencies are com- 
petitive, one with another. In 
what do they compete? Basically, 
surely, in their capacity to sell 
clients’ goods and services. 

One factor in this selling will 
be what is called copy. But copy 
cannot be written at all until 
other almost equally important, 
and certainly quite equally com- 
petitive functions of the adver- 
tising agency have been fulfilled. 

How is it possible to make an 
ex parte criticism of such copy 
when it appears in the papers? 
Without knowledge of the precise 
problem to which a piece of crea- 
tive work was intended to be a 
solution, how can success or 
failure in solving it possibly be 
judged at all? 


Jor Kent 


Copy criticism, in these cir- 
cumstances, becomes largely the 
taking up of an attitude towards 
advertising itself; it is the expres- 
sion of a personal point of view 
about the very differences of view- 
point that make advertising agen- 
cies competitive. 

An exception to this is when 
criticism is confined to the use 
of words themselves. 

A simple example may be 
allowed to help to show how 
true this is. The London Under- 
ground carried posters, a few 
years back, showing graphically 
the advantages in physical com- 
fort of travelling at other than 
rush hours. When a critic pointed 
out that this was ineffective pro- 
paganda because the mass of 
workers were simply not in a 
Position to stagger their own 
hours, the quiet answer was that 
their hours were being staggered, 
by authorities competent to do 
so, and that the posters were in- 
tended to make the notion of 
staggered hours acceptable. 

You see? An _ outside critic 
does not possess the essential 
basis for any act of criticism—a 
true conception of the real pur- 
pose of the thing criticised. 

He says that “the gay little 
parody at the head of the adver- 
tisement should lure a great many 
readers into the first lines of her” 
(the testimonial-writer’s) “paean of 
praise, but they will not get very 
far, for it is a paean pitched in a 
minor key. 

What! Must this excellent 
housewife be quoted in words 
that might well have come from 
Haslam Mills’ delicate, gold- 
rimmed, A-class pen? Then why 
in Heaven's name doesn’t she get 
a job in an advertising agency? 
For our critic is right thus far: 
the gay little parody will lure 
many readers, and the whole 
campaign is likely to be, some- 
how, selling lots of soap. But 
the words that are accomplishing 
this are the words of the ordin- 
ary woman, talking to her kind; 
“no paean of praise,” this, to 
provoke their profound distrust 
of that gentleman from London 
who talks like a tune pitched in a 
major key. 

Hear her! 


“When my husband offered to 
do the shopping | armed him with 
the housekeeping money . . . he 
came back horrified at rising 
prices. I cut down everything | 
can... but... 1 won't try and 
do without essentials . . . soap is 
high on the list of things 1 really 
need... now that this new soap 
is on the market I can buy all 1 
want and still keep my budget 
within bounds . . . a large ‘twin’ 
tablet costs 6d.—and when you 
realise how big . . . you'll agree 
that its wonderful value . . . at- 
tractive, too . . . a refreshing 
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Oh, dear, what can the matier be? 
Hubby's so long at the town... 
He ised to coffee 
promused ose <" 


shoe bus ~ 


the bills must be 
getting him down! 


“The bills are certainly getung ME down,” 
says Mrs. Roberts of Leicester. 
“AY HEN my busbead offered to do the shopping the other day, 
1 emed hum with ibe Doused er pring money and & shopp.og 
or beck horned st rising prnes— 
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THE NEW tures make & 8 mont attracts 
KNIGHT'S soap, too—a refreshing smell @ 

beer tal ber col acl 
Shanes Get | Sa ee em. 2s 
SOAP “Praatly—and i's» very un 


Bot only beeps everything fresh 
end clean bu! also safeguards the 


benkth of my fomily” oe 


Lange “wie! tabia—enty 6* 


This advertisement was criticised 
by Copytaster. 


smell, a cheerful amber colour, 
a new shape .. . and, a very 
important point, it does a remark- 
able job, hard on both dirt and 
germs... .” 

That, sir, is Good Copy. It 
is good copy whether or not your 
critic accepts that it originated 
with the writer of the testi- 
monial, It is good copy because 
it speaks to the customers in 
words they can understand on 
a topic close to their hearts in 
all of their awareness of some- 
thing new in the shops that is 
important to them. 

Finally, it must be said that 
Copytaster is not making fair 
comment (a) in suggesting that 
a writer is fit only for employ- 
ment by an unidentified advertis- 
ing agency that has been casti- 
gated in the same article for a 
difference of opinion with him 
upon the extent to which litera- 
ture and copy are identified and 
(b) in seeking to identify that 
writer's employers with the 
agency so castigated. 

Yours faithfully, 
COPYWRITER 


COPYTASTER’S 
REBUTTAL 


Invited to comment on 
this letter, Copytaster 
writes: 

Your correspondent’s _ real 
quarrel with me is hard to dis- 
cover. 

He says that advertisements 
should not be criticised, since the 
critic does not know the policy 
on which they are founded. But 
the driving force that impels a 
reader to visit her nearest grocer 


(Continued on page 236) 
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DON’T LIMIT YOUR ADVERTISING! 


ee. Ping up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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; ~~ OF THE NATIONAL DA ILIES— see } 
iq The Daily Express 
; top of the marketf 
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DAILY EXPRESS 
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PAPER X 
This diagram shows readership 
in the important A, B and C 
classes for the Daily Express and 
the two full-size national dailies 


Lg ry that come next. Through the 

Daily Express you reach some 

44 “44 ri 45°% more of these readers, at 
the lowest cost per thousand — 

MW and you have the backing of 


Daily Express mass readership 
PAPER Y thrown in. (Based on accepted 
readership research findings.) 


DAILY EXPRESS 


ABC CLASS READERS 


si é ne 
5 ‘ } - « f ‘ 

. - f ” } a rt i _ dy 
ee | ) , er 
’ j y) \ " % 
‘ | A Yj as 

e: 7 = } 

, | sd . P 4 g t as 
® 7 ‘wiataa 
7 ‘ ' 4 t | Bl 
al . e 4 1 / ’ ny > | vs 
5 . i 6 | 7 1) w\\\ Wy ie 
A a \ Peay \ E | 
i | ata' | AGS si 
ak | . 
4 | 

a 

Ee | | " 

ea ag i 
: a a 
i | | 


. ee —- 
a hd 


Auoust 2, 1951 ADVERTISER'S WEEKLY 


. 


eives you most of the 


so EXTRA WITH THE DAILY EXPRESS 


ef 4.5% more ABC class readers 
vq thanany other daily; 


zg a 
. a hs ome 


Frere ils 


You probably think J the Daily Express as a medium offering remarkable overall 
coverage. 

You're right. With its 4,106,253 net sale tides 1951), it gives you much the largest 
readership of all the national full-size dailies—at the lowest cost per thousand. 

_ What you may not have realised is that it also gives you the largest coverage at the 
top end of the market. In the combined A, B and C classes, the Daily Express reaches 
many more readers than any other daily newspaper—again, at the lowest cost. 
Thus, besides sheer weight of circulation and mass readership, you have a class coverage 
particularly valuable for products appealing to people with money to spend. 


ia 4,106,253 (Average June, 1951) 


Member ‘of the’ Audit Bureau of Circulations 
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ADVERTISER'S WEEKLY 


Would you like 
your client's ad. 
to be pinned to 


Ov 


MUNICIPAL JOURNAL and 
PUBLIC WORKS ENGINEER 


ACHIEVES THIS EFFECT 


incorporating The Authorised Weekly Gazette and Index of Official 
Information, published in collaboration with the Ministry of Local 
Government and Planning and other Government Departments. 


THE MUNICIPAL JOURNAL LTD. 
3/4 Clement's Inn, London, W.C.2 
Telephone HOLborn 2827 
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COUNTERBLAST REBUTTED 


(Continued from page 232) 


is the words and pictures in an 
advertisement, for the policy is 
imperceptible to her if they do 
not express it. Of course there 
are campaigns designed to do 
something other than sell goods 
or services; but this is usually 
obvious to the discerning eye. 

If “Copywriter” is hinting that 
the Family Health Soap advertise- 
ment with its emphasis on cost of 
living was secretly intended to 
convert readers to Conservatism 
rather than sell soap he had 
better say so; if not, why does he 
raise the question of a concealed 
motive in this connection? To 
me it seems quite a_ straight- 
forward advertisement and my 
only criticism was of the copy’s 
inordinate length and graceless- 
ness. 

And now perhaps we come to 
the hub of the matter, when he 
complains that recently I have 
criticised writers and the agencies 
that employed them. 

If | have appeared to do so I 
regret it; but are we to under- 
stand that the testimonial in the 
Family Health Soap advertise- 
ment was not, after all, written 


by a housewife in her native 


wood-notes wild, but by a writer 
employed by an _ advertising 
agency? If so, it is a misleading 
advertisement and its publication 
in its present form is not strictly 
in accord with the policy of 
“Truth in Advertising.” On the 
other hand, if it is not written by 
a writer in an agency, surely the 
housewife is not seriously com- 
plaining at the suggestion that 
she has not the polish of a pro- 
fessional writer? 

Whether the testimonial in its 
original form was good copy 
seems to be a matter of opinion. 
Certainly it is a great deal better 
for having now had the surgical 
operation 1 originally recom- 
mended. (“Copywriter’ in his 
letter, gives an abbreviated version 
of the copy.—Editor.) 

Finally, your correspondent im- 
pudently fathers upon me two 
secret motives that I have never 
had, and that nothing in my 
article even slightly suggested. 
1 did not know and have not 
even now sought to discover 
which agency published the 
Family Health advertisement or 
who was responsible for writing 
nN. 


BOOK REVIEW 


29th Annual of Advertising and 
Editorial Art, Art Directors Club of New 
York. (Sir Isaac Pitman & Sons Ltd., 
45s.). 


Once again there appears a 
beautifully bound volume covering 
advertising art in magazines, news- 
papers, trade periodicals, book- 
lets, direct mail, posters, calen- 
dars, book jackets, house organs, 
annual reports and_ television 
commercials. In all, there are 
318 examples selected by the 
New York Art Directors Club 
from 7,391 submitted for the 29th 
Annual National Exhibition. 


In the advertising section, name 
or prestige advertising is less in 
evidence than product identifica- 
tion. It would appear that in 
1950 America was getting down 
to real selling with emphasis on 
showing the appearance or use of 
the product. 

Magazine advertising is given 
first place in the book, and 
realism in the illustrations is a 
dominant feature. There are ex- 
hibits by artists whose work is 
well known over here, such as 
Norman Rockwell, John Ather- 
ton, Saul Steinberg, and the 
photographers Valentino Sarra 
and Victor Keppler. 

In the newspaper advertise- 
ment section which is printed on 
a stock approximately that of 
newspaper in appearance, there 
are first class store advertisements 
for Marshall Field & Co., Hud- 


THESE 1950 ADS. DID REAL 
SELLING JOBS 


sons, Bamberger, Saks Fifth 
Avenue. I found particularly 
amusing Macy's “46 ways to 


make coffee” illustrated by Roy 
Doty, who says of it, “I do not 
think they sold any coffee pots or 
had a run on coffee, but a lot of 
people are framing the ad. in 
their kitchens.” 

The Art Directors Annual Ex- 
hibitions have generally tended 
to point the way to better art 
rather than just exhibit what has 
been good art in the past. Until 
a very short time ago the Exhi- 
bition contained only advertising 
art, but now editorial art is in- 
cluded. One of the reasons, put 
forward by Arthur Hawkins, was 
that it might be easier to sell ad- 
vertising clients on better artwork 
if they could be shown successful 
artwork that had been used to 
illustrate stories and articles. He 
concludes by saying, “Advertis- 
ing art has very definitely im- 
proved in recent years but it still 
has not caught up to editorial 
art ... probably never will!” 


The book is a very handsome 
record of the 29th Annual Ex- 
hibition, with its 388 pages, each 
one having something of interest 
for the keen ad. man in artwork, 
layout, lettering or typography, 
even to the advertisements at the 
end of the book for studios, type- 
setters and blockmakers. 
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S-B-A-C > NUMBERS 


covering every aspect of the year’s greatest exhibition 


ftom Society of British Aircraft Constructors’ 
Exhibition at Farnborough is the annual yardstick 
of Britain’s aeronautical progress, and the world’s out- 
standing air event. 
FLIGHT is covering this great exhibition in three special, 
enlarged numbers, providing an invaluable and per- 
manent reference to the products of Britain’s aircraft 
industry in 1951. These issues offer the year’s finest 
opportunity for manufacturers to present the technical 
sales features of, their productions to the world’s buyers 
of aircraft, materials and equipment. 


SEPT. 7. . BRITAIN’S AIRCRAFT INDUSTRY 

Illustrated descriptions of British military, commercial and private 
aircraft, gas turbines and piston engines. Directory of firms con- 
tributing components, accessories and materials for airframes and 
engines. 

SEPT. 14. . FARNBOROUGH FIRST REPORT 

Containing an eagerly awaited appraisal of British military and 
research aircraft which, until the eve of the Show, were on the 
secret or semi-secret list. Also pictures of the static exhibits and 
SEPT. 21. . FARNBOROUGH REVIEW 

Authoritative, on-the-spot descriptions of the flying demonstrations, 
and of new equipment and other features of the aircraft taking 


part, together with a fully-considered report on the Static 
Exhibition. 


Presenting Britain’s Aircraft Industry to buyers throughout the world 


Book your space now 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. 


WATERLOO 3333 (60 LINES) 
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ECENTLY there has been 

a move on the part of some 
home advertising agencies to try 
to increase their remuneration 
on ,overseas, advertising from 
15 per cent,to 20 per cent. 

This is, of course, no new thing. 
Already two or three agencies 
charge more for overseas adver- 
tising than for home. We, for ex- 
ample, have charged an additional 
percentage on the value of all 
space booked overseas for a long 
time. But we have always made 
it clear that this extra charge can 
only be _— if the service 
given to clients on overseas prob- 
lems is worth this additional 
charge. All clients for whom we 
act overseas appear to agree that 
We are justified in our assertion. 

If one considers the problem 
in the light of costs, profits and 
the like, one may easily get a 
false picture which will lead to 
muddled thinking on commis- 
sions, and to difficulties when 
working with agencies overseas. 

The only point, surely, is this: 
Are the services offered to the 
client for overseas advertising 
worth additional payment? If 
they are, then no client of any 
standing will refuse to pay them 
or attempt to have his overseas 
advertising done elsewhere be- 
cause he can get it at a lower cost. 
Some clients are admittedly prone 
to look for ways and means to get 
something for nothing, but 
happily they are few and far be- 
tween, and any good client will 
pay a fair price for a good job. 

But the price must be fair, and 
the job good. 

What services on overseas ad- 
vertising should be provided to 
justify an increased charge? In 
the first place there must be a 
real desire on the part of the 
home advertising agency to do 
advertising in overseas markets 
with the same thoroughness and 
efficiency as is done for home 
campaigns. There must be no 
sense of doing overseas advertis- 
ing because the client insists— 
the sort of feeling that if you do 
not cope, then the whole account 
may have to move elsewhere. 
Overseas work must be given as 
a real service of the agency, not 
as a necessary evil. 

Secondly, the agency must 
have, or must build some kind of 
world-wide organisation. This 
may take several forms, It can, 


advertising account.on the 
5 per cent. H. DESCH 
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Ageney remuneration: 


9% More—If Your Service Is Worth It 


Last month a contributor showed that agencies cannot 
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service an overseas 


nt 15 per cent remuneration basis, and appealed for an extra 


NEUFS, manager of Pritchard, Wood & Partners’ overseas 


department agrees—with this reservation: that the extra remuneration can only be justified 
if certain services are given the advertiser, 


for example, be either a chain of 
correspondents or a chain of as- 
sociate agencies. But it must be 
a reality, hot a set of flags stuck 
on maps, or a series of pious 
hopes. It is absolutely essential 
for this organisation to be world- 
wide and to build it effectively 
will take time, money and foreign 
travel. You cannot build a world- 
wide partnership by picking 
names out of a trade directory. 


Mechanics Must 
Be Automatic 


Thirdly, the mechanics of ad- 
verlising Overseas must be organ- 
ised by the agency so that any ad- 
vertising placed will appear as 
and when desired, and can be 
checked and paid for with the 
minimum of difficulty. At home 
we are accustomed to this service 
from any worthwhile agency. It 
is not so easy to do it overseas, 
but any worthwhile overseas ser- 
vice must include it as a matter 
of routine 

Fourthly, media selection must 
be made on a really sound basis. 
Enough information must be held 
by the home agency for sound 
and selective campaigns to be put 
together, either completely in this 


‘country, or with the help of the 


overseas associates. 

Fifthly, you must be able to 
carry out market research in 
overseas markets, both in a 
simple way and on a scale which 
permits of full size consumer 
surveys. Help in marketing must 
also be given to clients, which 
means close co-operation with 
local companies and sales agents, 
and a full appreciation of their 
sales problems. 

Finally, and in my own opinion 
this is the most important point 
of all, the agency must know 
what makes people purchase par- 
ticular products or services in any 
given market. You can never 
just insert a few English adver- 
tisements in overseas papers and 
call it overseas advertising. It is 
the duty of the home agency to 
interpret the message of its clients 
so that people are persuaded ac- 
cordingly. If advertising can be 
created, either in Great Britain 
entirely, or in conjunction with 
local agencies, which will sell in 
the particular overseas market 
for which it is created, then and 
then only does it fulfil its func- 
tion. 

Add all this up and you arrive 
at reasonably efficient overseas 


advertising. The work will involve 
a good deal of overseas travel. 
It will mean building up records 
at home. It will need the addition 
of specially trained staff. But if 
it is done efficiently then it is 
well worth additional moncy to 
any client. 

If there is more than 15 per 
cent commission to the home 
agency, there will be sufficient to 
recompense adequately the asso- 
ciated agencies overseas. The 
share each receives must depend 
on the amount of work each does, 
and this will no doubt vary with 
each account. But splitting com- 
mission which is one of the most 
pernicious habits to-day of home 
agencies, can be thus avoided, 
and the service to the client 
thereby greatly improved. 

Probably less than a dozen 
British agencies can at present 
provide a service such as I have 
outlined above. But only these 
are entitled to ask their clients 
to pay more than their usual rate 
of remuneration for overseas ad- 
vertising. It is, however, greatly 
to be hoped that this number 
will be substantially increased in 
the next few years, if the export 
trade of Great Britain is to be 
kept at its required level. 


Round The World... 


NTERESTING venture was 

the publication by the South 
African advertising agency, 
Southern Adservice Ltd., of a 
special promotion folder for the 
International Advertising Con- 
ference. Two editions were 
printed, one in French, the other 
in English. Both are in broad- 
sheet form, the centre spread 
being entirely devoted to a 

ey 


med of advertisements pro- 
duced by the agency. 
Over here to distribute the 


folders—and, of course, to attend 
the Conference, was Charles D. J. 
Hills who used to work in English 
agencies. He went to South 
Africa about five years ago, has 
now returned to represent his 
agency in Europe with head- 
quarters in Paris. 
* . * 


A= HER bright publication 
recently out is Market 
Research Overseas which sets out 


what the British Export Trade 
Research Organisation does— 
and how. 

The eight-page folder, ad- 
dressed to the manufacturer who 
wants to enter or expand in a 
foreign market, the most useful 
feature is a series of five potted 
case histories showing how Betro 
has helped to open a new market 
for children’s clothes in Canada, 
how a market for men’s suiting 
materials in U.S.A. was expanded, 
etc. 

* * * 
N March 31, 1951, the ABC 
figures for the Dutch news- 
papers, De Telegraaf and De 
Courant Nieuws van de Dag 
were : 
Subscriptions 
De Telegraaf 58,487 
De Courant Nieuws 
42,002 


van de Dag 
The Telegraaf combination 


had, therefore, at that time a total 
number of 100,489 subscriptions. 


Since then, state Albert 
Milhado & Co., Ltd., U.K. repre- 
sentatives, the combined figure 
has iaoanend to SIO. 


HE Turkish Government has 

decided to allow commercial 
broadcasting from Ankara and 
Istanbul radio stations. Such pub- 
licity will be restricted to certain 
hours and will be permitted only 
in the Turkish legume. There 
will be two kinds of broadcast: 
(1) spot announcements of not 
more than one minute, and (2) 
sponsored programmes of not less 
than 5 o more a= a3 paautee, 


ALUABLE feature of the 

August issue of Business is a 
table showing, graphically, which 
countries are easily entered by 
British exporters. There are eight 
classifications ranging from “A” 
(“No import restrictions what- 
ever”) to “F” (“Import licences 
are almost impossible to obtain”). 
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The air-minded of the world will look to both 
of these impressive issues of “The Aeroplane’’ as 
handy and authoritative means of reference. Special 


features will include numerous extra colour-pages, 
exclusive photographs and detailed reports and 
surveys. 


TEMPLE PRESS LIMITED 
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world-wide advertising for 
the engineering industry 


6, CAVENDISH PLACE, REGENT ST., LONDON, W.1 
LANgham 4204 (5 lines) 


BRriTrisH jou 


THE KENNEDY PRESS LTO., 
LONDON Office 


If the product involves.... 


Production 
Processing 
Testing 


of ferrous or 
non-ferrous 
metals 


METALLURGIA 


MUST CARRY YOUR ADVERTISING MESSAGE 
EEE OED 


31 KJNG STREET WEST, 
21 BEDFORD staEET, 


— | 


MANCHESTER 3 
LONDON. Wc? 


Consult 
G. F. TOMKIN LTD 


at RR ABLD M TD A LPN 


_ | GROVE GREEN RD., LONDON, E.1I 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


SS en faite be 


siete STREAW 
es POSTERS 


eer0 ANY ANY sae 
Pre € —~ 
SILK nop ARTS Lt? 


397 SHIRLEY ROAD.CROYDON 
AODISCOMBE 314 ?-6 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


““DAY-GLO’? pr 


INTERS 


HENDON 
BILLPOSTING 
COMPANY 


Sabo Nev ON Oa)? 


37 SPRING STREET W.2. 


rlingske 
Tidende 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W. 


L.G.S. 
Great New! Market 


Penetrate right into the homes 
of all local government purchas- 
ing officers and personnel, with 
the unique low-rate journal, 
Local Government Service. 
Fuller details from Reginald 
Harris Publications Ltd., 
12 Stanhope Row, London, W.1. 
Grosvenor 3879. 


RENART 
STUDIO LTD 


EALING 3362 
» 44 
ao 762i 


SCREEN PRINTING 


EXPORT MARKETING 


Boom In International 


Auscust 2, 1951 


Trade Fairs Is On 


—_ . 
Latest developments affecting market conditions and adver- 
tising facilities overseas are featured in this selection from 
reports sent to the British Export Trade Advertising 


RADE fairs, few and far 
between before 1914, when 
only Leipzig was an accepted 
international institution, have 
experienced a mushroom 
growth. Few countries 
nowadays do not attempt to 
attract foreign buyers by a 
number of international fairs. 
Well over fifty internationai 
fairs will be held this year. 
Among those still to take place 
are the following: 


Smyrna (Turkey) Aug. 1—20 
Warna (Bulgaria) Aug. 13— 
Sept. 2 
Stockholm Aug. 25— 7 
Surasbourg Sept. 1—16 
Frankfurt a.M. Sept. 2— 6 
Leipzig Sept. 2—7 
Bari (Near East Show) Sept. 8—23 
Ghent 8—23 
Vienna Sept. 9—16 
Lausanne (Comptoir Suisse) Sept. 9—24 
Cologne (Autumn Fair. Sept. 16—18 
Chicago Sept. 10—23 
Uuecht Sept. 11—20 
Zagreb Sept. 15—30 
Marseilles is— 
Oct, 1 
Salonica Sept. 16— 
Oct, 3 
Turin (engineering and 
agricultural mac! 
plastics, cinematographic Sept. 22 
technique) . oo 
Oct. 7 
This calendar does not take 
into account international con- 
ferences and congresses, which 


are often accompanied by exhibi- 
tions. Thus, the World Metal- 
lurgical Congress (Detroit, Octo- 
ber 15-19) will coincide with the 
yearly National Metal Exposition. 
The World Congress of Docu- 
mentation (Rome, September 15- 
21) will be accompanied by an 
Exhibition of Documentation in 
the Scientific, Industrial and 
Commercial fields. Nor does the 
above list take into account 
specialised exhibitions such as 
the London and Geneva Motor 
Shows, the International Dental 
Exhibition (Hamburg, August 
22-26), etc. 

The enthusiasm for trade fairs, 
at first restricted to Europe, is 
gaining ground in other con- 
tinents. After the Canadian Inter- 
national Trade Fair at Toronto 
and the Chicago Fair in America, 
Asia is also following the trend. 
An International Industrial Fair 
has been announced, to take 
oe in Bombay (December 1, 
1951—January 15, 1952), and in- 
vitations have already gone out 
to European countries to take 


part. Israel is also organising an 
international exhibition, which 
will have as its theme the 


materials necessary 


to conquer 


Corporation from its associates abroad. 


the desert, i.e., machinery, agri- 
cultural implements, building and 
railway materials, etc. 

This over-abundance of trade 
fairs is causing concern in some 
quarters, and there are signs that 
it is producing a near-crisis in 
some shows. For the first time in 
its existence, the International 
Trade Fair at Brussels has 
recorded a decrease in the num- 
ber of exhibitors and of countries 
taking part, as well as in the num- 
ber of foreign and home visitors, 
the former having gone down by 
about a quarter. This may have 
been due in part to the fact that 
the Trade Fair at Liége attracted 
a number of exhibitors of the 
machine tool trade who for- 
merly took part in the Brussels 
Fair. Similar results emphasise 
that a regression in the number of 
exhibitors and visitors is also 
reported from other fairs, both 
in Europe and in America. 


* * * 


EUROPE 


Belgium: The increase in the 
cost of newsprint is still causing 
rises in advertising rates, The 
Journal de Charleroi has revised 
the price of commercial advertise- 
ments from 4 to 5 francs per mm. 
Discounts will henceforth be ap- 


plied yearly and no_ longer 
monthly as before. 

* a * 
Discussions are now taking 


place with a view to the resump- 


tion of radio advertising in 
Belgium. 
* * * 
The Club de la Publicité is 


organising a competition to 
enable young Belgian advertising 
men to publicise their talent and 
to encourage contact between 
these new aspirants and adver- 
tisers. 


* * * 
The last BETAC Bulletin 
noted that the Gazer Van 


Antwerpen has raised its adver- 
tising rates from 0-20 to 0-25 Fr. 
per line. Rate has, jin fact, been 
raised from 20 to 25 Fr. 
(Publiconirol, Bruxelles) 


* * * 


France: Following the financial 
merger of the dailies France-Soir 
and Paris-Presse, Paris-Presse is 
developing a new line which ap- 
pears to be highly appreciated 
by the Parisian élite. France-Soir 
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AucustT 2, 1951 
carries on with 
formula. 

es * ” 

Following further rises in the 
cost of newsprint, it is expected 
that the price of French dailies 
will shortly be increased again. 

(Publicis (France) Ltd.) 
” * * 

Germany: In the Russian zone, 
a new. organisation § called 
Deutshe Werbe—und Anzeigen 
Gesellschaft has been created, to 
take control over all advertising, 
including tourist and travel agen- 
cies. 


its popular 


* * 

Publicity films are becoming 
increasingly popular as an adver- 
tising medium in Germany. Their 
average length is 50-80 m., and 
the cost per metre varies between 
DM. 100.— and (for colour 
cartoons) DM  500.— The 
screen fees vary between DM 
2.50 and 7.— 

The quality of the films shown 
so far still leaves much to be 
desired, and film technicians are 
now discussing means of improve- 
ment. 

* ¥* 

The plan to introduce poster 
publicity on the Autobahnen 
(specialised motor roads) has been 
rejected by the Ministry of Trans- 
port of the Federal Republic. 
The reasons are mainly that it 
was felt that the posters would 
“disfigure the landscape and dis- 
tract motorists.” 

(Carl Gabler G.m.b.H.) 
~*~ . ¥* 

Greece: Local business interests 
are seriously concerned about the 
downward trend of business, 
caused by the continuous rise in 
prices, with which salaries have 
not kept pace. This in turn has 
caused a marked reduction in the 
volume of advertising in Greece. 
No improvement is foreseen as 
long as the present international 
insecurity lasts and the prices of 
basic materials continue to rise. 
(Dits General Advertising Service, 

Athens) 
od * * 

Holland: The present trend in 
advertising is still marked by the 
numerous collective campaigns 
now in progress. To the scheme 
on behalf of dairy products such 
as milk and butter, already 
reported, has been added one for 
cheese, with the slogan “Kies 
Lekkere Kaas,” meaning “Choose 
nice Cheese.” Beer is still “Best,” 
so are cigars, French cognac, 
French wines, and port wines. 

* * * 

Dutch department stores, tex- 
tile and shoe trades are experienc- 
ing a marked slump. Many 
workers in these fields are on 
half-pay. Something like a 
buyers strike has begun, every- 
body apparently expecting a 
further fall in prices, especially 
in wool etc. People may also 
have been saving against the com- 
ing holidays. Nevertheless, ad- 
vertising goes on—but prices may 
have to be slashed, in order to 
get rid of present stocks. 

* * * 

The Packaging Exhibition at 

Amsterdam has been a marked 


success, and nearly all exhibitors 
are impressed with the results. 
It has been generally felt that 
such a specialised fair has many 
advantages over the more general 
exhibitions such as that at 
Utrecht, which attracts a large 
number of casual non-buying 


visitors. 
(B. Knol, Rotterdam) 
~ * * 
Switzerland: Newsprint manu- 
facturers, at their genera] meeting 
in Lausanne, have decided to 
maintain present prices in the 
hope that the situation may im- 
prove and that their decision may 
have a wholesome influence on 
the newspaper market. 
* * * 
L’Union Suisse des Editeurs de 
Journaux (Swiss Newspaper Pro- 
prietors’ Association) in its report 
for 1950, mentions that the 
volume of advertising has re- 
mained stationary, while circula- 
tions have increased in conformity 
with the increase in population. 
(Publicitas, Lausanne) 
- * am 


AFRICA 


South Africa: Most newspapers 
went up by a Id. some months 
ago, and it took some time for 
the public to get accustomed to 
the extra charge, but circulations 
have =) genteally euanaeaee. 


It is now feared that the 
further rise in the cost of news- 
print cannot be met by this penny 
increase, and that advertisers may 
have to face higher rates. Circu- 
lation promotion presents prob- 
lems unknown in Britain and 
America because the vast 
distances between centres of 
population make it an expensive 


job. 
. . 


AMERICA 


US.A.: The Office of Price 
Stabilization (O.P.S.) is to require 
agencies to file price schedules for 
their services. This poses plenty 
of problems, because so many 
agencies’ services and operations 
have never been “price listed.” 
Outside of services covered by 
the commission, most agencies 
have been accustomed to charge 
pretty much on a “what it’s 
worth” basis for special assign- 
ments of all kinds. 

* * * 

The metals conservation order 
now in effect requires scrapping 
of all plates used in 

(1) Newspaper printing: after 

1 year 

(2) Magazine and periodical 
printing: after 1 year 

(3) Book printing: 
years 

(4) Container printing: 

1 year 
unless an assured future use can 
be proved. Advertising agencies 
have no objection, though it in- 
volves much extra work to keep 
a running inventory and to advise 
clients when material gets near 
the “deadline.” There is little 
margin in agency profits for addi- 
tional detail work of this kind. 

(Edward W. Robotham & Co.) 


after 4 


after 


ADVERTISER'S WEEKLY 
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THE MORNING NEWSPAPERS 
will take your advertising 
right into the 
SOUTH AFRICAN HOME 


* 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 
NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 
RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF 
THE SUNDAY EXPRESS 


SUNDAY TIMES 
* 
SOUTH AFRICAN MORNING NEWSPAPERS LTD 


74 Holborn, London, E.C.! 
Telephone: Holborn 4144 


* 


ont bij t 


in Dutch means 
BREAKFAST 


Every morning before breakfast all long term sub- 
scribers have their hot news in the editorial and 
advertising columns of 


de Volliskrant 


(the largest Dutch Catholic morning paper) 


Circulation 170.000, 95% of which is 
delivered to homes and 5% sold on 
the streets and at the stations. 


Representatives for the United Kingdom: Will Kitchen Jr., 
131 Fleet Street, London, E.C.4. Tel.: CEN 1960, 3133, 3754. 
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WHEN it comes to reti- 

cence, the oyster has 
nothing on the chairman of 
Odhams Press. When I asked 
A. C. Duncan what he hoped to 
achieve during his year as presi- 
dent of N.A.BS. all that I could 
persuade him to say was that he 
would be inspired by the fine 
work of his predecessors to do 
everything in his power for this 
very worthy charity. Which we 
all knew already. 

But many of us also know 
that Duncan is a man who talks 
little but does much. 1 feel 
reasonably certain that in a year’s 
time N.A.B.S. will be able to look 
back on his presidency with much 
gratification—though he himself 
would be the first to admit that 
following Harold Vernon is no 
sinecure. 

Since he joined Odhams in 
1920 as a chartered accountant. 
Duncan’s career has been one of 
quiet distinction. His principal 
hobby is golf; he played a prom- 
inent part in founding the 
Odhams Press Golfing Society, 
of which he is president. 


BEAUTY expert, author-journal- 
ist, dietician, and nurse, with 
years of experience in answering 
problems on feminine topics, 
Jane Gordon has taken to the 
job of Greenly’s consultant on 
merchandising products for 
women, like the proverbial duck 
to water. 

Jane joined Greenly’s in Janu- 


242 


Mainly Personal— 


Noel Godber 


ary about the time her book, 
Slimming, appeared. It was 
serialised in the Sunday Empire 
News. This success was followed 
up by two more beauty books, 
published by Burke. Your Hair 
was serialised in the News 
Chronicle and Your Complexion 
is NOW appearing weekly in the 
same paper. 

Of her job with Greenly’s she 
tells me: “Although I'm a com- 
parative newcomer to advertising 
| feel very much at home in it. 
To my mind the nicest part of all 
is the team work. I cannot help 
feeling boastful each time my 
experience in dealing with women 
is of valué to the advertiser. 


YN 


trong... 


Pressure proafed by patented 
and tested at every stage. 


leads go into Venus Drawing Pencils | 


process 
Only proven 


MOOTH... 


A patented 
all 
be 


colloidal process 
grit and 


smooth 


CCWRAWE ... 


Accurate through and through—graded | 
and tested by experts, Venus Drawing | 
Pencils make the right mark every time 


THE PENCIL WITH 
THE CRACKLE FINISH 


Be 


THE VENUS PENCIL CO. LIMITED 


LOWER CLAPTON ROAD. 


ENUS 
2 fect PENCILS 


LONDON, E.5 


Jane Gordon 


removes | 
impurities—they must | 


| 
| 


A. C. Duncan 


Active. dark-haired Miss 
Gordon is Mrs. Charles Graves, 
wife of the noted author-journalist 
and hostess of a charming Mary- 
lebone flat. 


* * * 


THIS panel really tells its own 
story. As one who _ habitually 
writes shorthand because he can- 
not read his own longhand, I re- 
produce René Elvin’s effort with 
admiration and humility. 

The original was four times as 


The recent report in the Daily Herald 
|that the Solicitor General for Scotland had advorated | 
tat less theme showded be spent on schovis in acquaring | 
| yore handwriting browght Rene Els - PRO 
| fo WS Crawford Lumated - into vmmedsate acton 
Svmce Mabie Tookd & Co inbrontuced their 
| Callagraphsc Pounstaun pen recently, Rene Elin 
| has taken a keen interest on the beatified Chancery 
| carsion script that can ona agaen be written 
| Msiong thes pen : 
| He wnete wmmadiately the Edstor of 

the Disly Herald who was sufficvently wnterested 
[> puttesh a large part of hus letior, im detence 
of a fine leaible hardevritinng 4s 4 matter of 


1 good manners and good sense 


sala 


big (linear dimension). Not many 
people’s writing, | imagine, would 
be legible if reduced to one- 
quarter of its normal size. My 
own would hardly be legible if 
multiplied by four. 

Chancery cursive is being 
more and more widely practised 
by calligraphers, and is also, 1 
understand, beginning to find its 
way into schools. As it combines 
legibility and beauty to a much 
higher degree than ever round- 
hand did, the results should be 
most beneficial—once the school- 
masters have learnt it well enough 
to teach it! 

* * a 

SIX tea-time talks on market 
research, especially as affecting 
direct mail, will be an important 
feature of the next session of the 
British Direct Mail Advertising 
Association. the new chairman, 
A. Edward Jones, tells me. They 
will be given by representatives 
of the A. C. Nielsen Co.. of 
Oxford. Anyone who heard the 
talk given by James B. Staniland. 
of that organisation, will not want 
to miss them. 


AUGUST 
A. C. Duncan, new 
president of N.A.B.S., 
keeps quiet about his 
plans: Handwriting 
—precept and prac- 
tice by René Elvin: 
New B.D.M.A.A. 
chairman announces 
series of tea-time 
talks on market re- 
search: Noel God- 
ber’s latest novel. 


By CONTACT 


Jones, who is joint managing 
director of Gee and Watson, 
joined the Association in 1942, 
and has done first-rate work on 
the council and as chairman of 
the programmes and reception 
committee. He is also a member 
of the Publicity Club of London, 
the Incorporated Sales Managers” 
Association, and the Executives 
Association of Great Britain and 
America. 

In spite of putting in a long 
day's work every day, he man- 
ages to net about fifty prizes each 
year as a_ chrysanthemum- 
grower. 


* * x 


NOEL GODBER, whose name is 
still one to conjure with in ad- 
vertising circles, is enjoying a 
very active retirement. He has 
just published yet another novel, 
Keep Off The Grass (John Long, 
9s. 6d.), which I can heartily com- 
mend for holiday reading. 

Full of farcical situations, de- 
lightfully handled, it is a lightly 
treated love story with a back- 
ground in which Noel guys ad- 
vertising in his most entertaining 
vein. Readers will chuckle over 
the unscrupulous advertising war 
between two proprietary medi- 
cine kings, and the naughty tricks 
of a publicity merchant working 
for one of them. 

Noel, who retired in January 
1949, from the managing direc- 
torship of McCann-Erickson, is 
regarded as one of the pioneers 
of modern advertising. Old- 
timers still talk of the brilliance 
of his creative work, particularly 
his inspired campaign for St. Ivel 
cheese. for which he was adver- 
tising manager before the first 
world war. 


WEEKS WISECRACK 


“Don’t send me any more 
of those vulgar postcards, 
old man—the client wants 
to know why he can’t have 
artwork like that.” 
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Largely 
a matter of size 
Generally, the bigger 
you make a picture 
the more compelling it 
becomes. Size indeed can 
be very nearly as impor- 
tant as subject. And with 
an interesting subject you can’t go wrong. 
~ People like pictures, anyway. The soft. 
Autotype giant shown here, we submit, 
proves the point. (Most of the really good 


giant enlargements are made by Autotype). 


Go to the Country in The Field 


‘The Field ’’ has more than doubled its circulation since the 
war. It is read today by countrymen and country lovers all 
over Britain. lf you want to bring your goods or services to 
the notice of people whose special interests are rural, agri- 
cultural or sporting, you cannot find more fertile ground than 
“The Field.’’ And because it is so informative on so many 
varied subjects the readability of “‘ The Field "’ is quite as high 
as its readership ; it is looked at carefully and attentively from 
cover to cover every week. Advertisements stand a better 
chance in ‘* The Fie‘d."’ 


The Field” tic counray newsparer 


ADVERTISEMENT MANAGER: A. NELSON ALLEN 
8 Stratton Street, London, W.! * Te’ephone : Grosvenor 3592 


MEMBER OF THE A.B.C. 


ADVERTISER'S WEEKLY 


ee SES 


- 


We hasten to add that it is not necessary to go up to 50 ft. to tell 

your story. Smaller giants can be used most effectively, singly or ° 
in groups, to stimulate interest in, and earn respect for your product, © 
whatever it is. | 


PPS “ Are you inter@sted in giants?” is the title of a little folder 
which explains how Autotype giants are made. Why not ask 
your secretary to get you a copy ? 


AUTOTYPE. 


The Autotype Company Limited, Brownlow Road 
West Ealing, London, W.13 EALing 2691-2-3 


iteee 


Most of the cars that leave Britain’s factories are fitted 
with Dunlop tyres, the standard equipment choice of the 
majority of British car manufacturers. When you need 
new tyres, follow the lead of the majority—and fit 


DUNLOP 


THE WORLD’S MASTER TYRE 
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We Hear— 


THAT the Two Freds Cricket 
Match in aid of N.A.B.S. will be 
held this year at Hurlingham on 
Tuesday, September 11. 

* * * 
THAT the 10-year-old Daily 
Express, Jamaica's only afternoon 
newspaper, has ceased publica- 
tion because of increased news- 
print costs. . 

7. * . 
THAT in a goodwill collection of 
New Zealand flowers sent to the 
Evening News Flower Show at 
Olympia, was found a visiting 
card, inscribed “Regards to Fleet 
Street,” from Jack Murphy, staff 
photographer of the New Zealand 
Freelance, Wellington. 

* - * 
THAT V. J. (Jimmy) Sayles, 
managing director of Crane Pub- 
licity Ltd. (agents for the Bristol 
Aeroplane Co., Ltd.), had an 
enjoyable flight. over London, 
together with members of the 
Press, in the Brabazon. 

* * . 
THAT the assistant advertisement 
manager of The Economist, John 
Thorne, is the father of a son. 
His wife, as Doris Atkinson, 
worked in the publicity depart- 
ment of Coop and Co., Wigan. 


THAT George A. Cooper, South 
Wales representative i A. W. 
Newton Ltd., London, has been 
selected to represent Swansea in 
the Festival of Britain inter- 
national angling contest at 
Reading on August 25. 

7. ~ * 
THAT Edward Alicard, who 
sailed single-handed across the 
Atlantic in his 29 ft. yacht, visited 
Bentalls, Kingston - on - Thames, 
Hand-Made Exhibition on Satur- 
~ . * 


~~ 
THAT Cowlishaw & Lawrence 
(Advertising) Ltd. have been 
appointed sole advertisement rep- 
resentatives in the United King- 
dom for the New Zealand 
monthly trade journal Modern 
Manufacturing. 

_ * * 
THAT advertisement rates for 
the Outspan, published from 
Bloemfontein, have been  in- 
creased to £115 per page and 
pro rata. 

* * * 
THAT Sam_ Wells, director, 
Graham & Gillies, has returned 
to the office, after an absence of 
six weeks, having undergone an 
operation at the London Clinic. 


* ADVERTISING MANAGER’S CORNER | 


Blank Holiday? 


If your going away merely leads to your plans for 


printed advertising going astray, if you can’t even enjoy 


a quiet bathe without wondering who’s getting into 


deep water at the office, if your weeks off invariably 


result in off weeks—if, in short, you want a permanent 


holiday from display problems, phone REGent 3295, 


and “ ask Harris about it.” 


distinctive showcards, clever cut-outs by 


HARRIS 


THE 


HARRIS ADVERTISING oar. 
‘al : 


FIRM WITH 


RE 


EXPERIENCE 


29-30 KINGLY STREET, LONDON, W.! 
G 7295-6 


An exhibition of 130 posters demonstrating the world-wide service of 
British insurance was opened by the Lord Mayor of London at the 


Guildhall. 


These posters were chosen in an open competition 


sponsored by the British Insurance Association. 


ee AR Sa Ri Wh =x Te 


Public relations is good advertising say Whitbreads—and so the 
Sussex Press were strongly represented when the tenth Whitbread pre- 
fab pub was opened at Durrington, near Worthing. The event received 
wide coverage. Here pictured I. to r.: P. Mattey (“Sussex Daily News” 
and “Evening Argus’), E. R. Ash (“Worthing Gazette’), T. Cockerell 
(“Morning Advertiser’) and J. Fullford (“Worthing Herald”) 


THAT when Miss Evelyn Dennis, 
assistant space buyer for 
McCann-Erickson, was married 
at Osterley to Leslie William 
Howard, members of the bride- 
groom's cricket club raised an 
archway of bats. 


* * * 
THAT Alan Betts is to be 
organiser of the “Little Journeys” 
section for the Publicity Club of 
London. 

. ” * 


THAT, what is claimed to be the 
world’s longest solid air banner 
will be seen over the Swanage- 
Lymington section of the South 


Coast on Saturday. It will be 
80 ft. long and 6 ft. deep, and will 
carry an advertising message of 
up to 26 letters on each side. 

* + * 


THAT 18 sixth form Grammar 
School pupils from Sheffield and 
district, winners of the Kemsley 
travelling scholarships provided 
annually by Viscount Kemsley, 
began a 12-day coach tour to 
Switzerland on Monday. 


pf 
Press Society’s Big 
Day 


L. H. Cade, motoring corres- 
pondent of The Star, had his 
captain’s day for the Press 
Golfing Society at the Wentworth 
Club, Virginia Water. 

This was combined with “Mem- 
bers and Friends” day and over 
40 golfers and their guests com- 
peted for various prizes pre- 
sented by Mr. Cade, and the 
Society. 

Senior winner of the Stableford 
competition was the Hon. Patrick 
Campbell, who compiled 37 points 
off the scratch mark and received 
a case of cutlery from the cap- 
tain. “Buster” Brown took the 
junior prize (a barometer) with 
36 points. 
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CURRENT ADVERTISING 


Campaign For New 
Make-up Range 


Masius & Fergusson will use 
the October issue of high-class 
women’s magazines to announce 
a complete new “Midnight” 
make-up range by Dorothy Gray. 

Intended for evening use, the 
range includes the Baton-Bleu, a 
slender rod of midnight-blue 
enamel, tipped with gold, and 
with a lipstick at one end and a 
perfume container at the other, 
as well as a separate lipstick 
“Midnight Elation,” powder, 
cream rouge, eye-shadow, mas- 
cara, nail varnish, toilet water, 
and dusting powder. A show 
card is being produced for 
selected outlets. 

* * 


HIGH SPEED 
SERVICE 


The Evening News “70 To-day” 
issue was marked by a unique ad- 
vertising story. 

Picture Post's advertisement for 
the Young Prince Charles issue 
appeared in the first three editions. 
But early morning reports from 


Announcement of the appoint- 

ment of new advertising agents 

for one of the most-advertised 

products in the domestic cleanser 

field is expected before the end of 
the year. 


Picture Post circulation represen- 
tatives . 9 a sellout right 
through the country, so a com- 
pletely new half-page ad. was 
prepared and rushed to press to 
make the 1.40 p.m. edition. 
Copy of the new ad. read: 
“Picture Post only regrets that 
in many places this week’s issue 
is not now available.” 
‘olman, Prentis & Varley are 
the agents concerned. 
~ * * 


ACCOUNTS MOVING 


S. C. Peacock Ltd. (London) 
have taken over the account of 
Abbey Corinthian Gomes Co. 


Northern Publicity Service, 
Leeds, have taken over the adver- 
tising accounts of Richard Firth 
& Sons Ltd., makers of textile 
machinery for the woollen and 
worsted industries, and John Rat- 
cliff & Sons Ltd., who make tin- 
printing presses. Advertising for 
these clients will appear in tech- 
nical journals. 

* ~ * 
NEW ACCOUNTS 


Caledonian Tractor & Equip- 
ment Co., Ltd., Caterpillar tractor 
distributors for Scotland, have 
appointed John Benington Ltd. 
to handle their advertising. Space 
has been taken in the Glasgow 
Herald, Scotsman, Scottish 
Farmer, and other Scottish dailies 
and weeklies. 


The Quoshiwog is to be offered 
as a gift by Carter's of Coleford, 
manufacturers of Quosh pure 
fruit squashes. It is 6 in. tall 
and colourfully moulded in rub- 
ber. The head is half an orange, 
with nose and cheeks in relief. 
The face and flexible tongue form 
a “Q” for Quosh. The body is 
blue, and the stumpy legs are 
green. Further details regarding 
the Carter's Quoshiwog scheme 
will be made available to the 
trade later. 


NEW_CAMPAIGNS 


Paul E. Derrick are placing in- 
creased advertising for Dip in 
the Daily Mail, Daily Mirror, 
Daily Express, Sunday Express, 
News Chronicle, and Daily 
Herald. 

* * ” 

Cook’s Display Productions 
Ltd. have been appointed display 
contractors in this country for 
Swiss Airlines. They will design 
and construct display material 
and install it in travel agency 
windows. Geoffrey Cook, joint 
managing director, is flying to 
Zurich shortly for discussions. A 
display campaign for winter 
sports will be launched in Sep- 
tember. 


* * * 


Masius and Fergusson are 
launching this month a campaign 
in nationals, magazines, trade 
papers, and with many dealer 
aids, for Esterbrook’s new 
“Renew-Point” Fountain Pen. 


* * * 
OVERSEAS CAMPAIGN 


Export Advertising Service Ltd. 
have been appointed agents to 
Reckitt & Colman (Overseas) 
Ltd. for all advertising throughout 
British West Africa. Preliminary 
market surveys have recently been 
completed through Export Adver- 
tising’s Lagos associates West 
Africa Publicity Ltd. Campaigns 
will embrace Press, cinema and 
poster publicity for a range of 
products including Brasso, Silvo, 
Steradent, Dettol, Reckitt’s Blue, 
and Colman’s Mustard. 


N.A.B.S. works 


ALF-A-DOZEN or so quite 
ordinary men sitting round a 
table listen to the story of “some- 
one’s” trouble. They talk it over 
in the way that Englishmen always 
do. No “resolutions” are moved— 
but suggestions are made and 
finally heads nod and “someone’s” 
burden is made a little easier. It 
may be a ticket for him and his 
wife to Switzerland to recuperate 
(he’s been ill a long time you know). 
Or perhaps a cheque ... Whatever 
his spot of bother, he will be helped 
quietly, simply, humanly—this is 
the way N.A.°3.S. works. Bad, sad 
things can happen—can happen 
to you. Nice to know that if 
and when they do—N.A.B.S. will 
be with you and for you. Nice to 
be able to write a cheque in a good, 
steady, healthy hand to 


NATIONAL ADVERTISING 


BENEVOLENT 


SOCIETY 
St. Paul’s House 


62 St. Paul’s Churchyard, London, E.C.4 


[ 


by Messrs. Hawke Studios Lid., 22 


This space has been kindly donated to N.A.B.S. | 
Street, London, W.C.1 
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ADVERTISER’S WEEKLY 


FOX PRES 


For advertisers... 


a letterpress printing service second to none 

. . brochures, catalogues, colour work... 
everything of a high-class nature commands 
our special attention. Limited supplies of art 
paper available from stock. 


TYPOS HOUSE, MAYBANK ROAD 
LONDON, E.18. BUCkhurst 1252 


at 


LATS cis NOs MO AI 


ARTISTS AND 


STUDIO 
lelephone: 


PHOTOGRAPHERS 


BRIGGS 
MUdeun B44 


22 CHENIES STREET-W-C-l 


are meen 


NEEELEWOMAN | 
EEDLECRAFT 


If your appeal is exclusively to women 


“ NEEDLEWOMAN 


and 
NEEDLECRAFT ” 


offers remarkable value in view of 
the 196,000 circulation and long life 
of the magazine. Write for specimen 
copy and rate card to: 
Advertisement Manager 
** Needlewoman and Needlecraft” 
Regent House, Cannon Street 
Manchester, 4 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.1i 
Tel. Nos. Battersea 5300 & 4886 


| 
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Surrey Advertiser 


MID-WEEK ISSUE 


RECORD SALE 


| 
Audited average net sales 
certificate for the period 
January 1—June 30, 1951 


10,012 


COPIES WEEKLY 


Guaranteed by the Audit 
Bureau of Circulations, 

—— Ltd. — — 
This net sale in Guildford and 
District is exceeded only by our 
Saturday issue. 


{UNWOUORCAU NTO lik TTUAL LAL A 
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Seventy Proud 


Summers 

The Evening News has joined 
the over 70’s, and it celebrated, 
last Thursday, with a lively issue 
gay with reminiscence. 

A notable half-page by Felix 
Barker told how a brave venture 
in 1881 by 13 men in Farringdon 
Street became the greatest even- 
ing paper in the world. John 
Connell wrote in warm, nostalgic 
style, on “The Spirit of a News- 
paper. 

“We believe that the Evening 
News is above all, a friendly 
paper,” wrote the editor. Many 
congratulations and tributes from 
readers endorsed this opinion. 

* * * 

On August 12, The People will 
publish the results of a seven- 
months’ research on the English 
character by Geoffrey Gorer, 
whose book “The Americans” 
was a best-seller on both sides of 
the Atlantic. He was able to con- 
duct his social survey with the 
help and co-operation of the 
readers of The People. This is 
claimed to be the first time that 
any scientist has carried out such 
a detailed survey of national 
character in any country. 

* aa * 


The August issue of Family 
Doctor contains a mumber of 
articles angled on holidays and 
health. Advertisers include Life- 
buoy soap, Heinz strained foods, 
Ovaltine, Maralyn, and Ponds 
cream. 

* .- 


Reviewing the Royal Show at 
Cambridge, the August issue of 
Farm Mechanization contains a 
complete report of the machinery 
featured. 

* tS * 

On and after August 22. 

Poultry Farmer is advancing its 


day of sale to Wednesdays, (Pre- 
viously Fridays.) 
* a * 
Sensible Slimming, published 


by the Daily Graphic at 2s. 6d., 
is a 28-page booklet showing by 
precept and illustration how a 
girl gets her weight down. Week- 
by-week diet charts are included. 
* * * 
Nicholas Mountserrat’s “The 
Cruel Sea,” acclaimed as the “All 
Quiet on the Western Front” of 
World War II. is being serialised 
by the Sunday Chronicle. 
* * * 


Cover sportsmen for the August 
issue of World Sports are track 
stars, E. Macdonald Bailey and 
Herb McKenley. This issue also 
includes a four-colour centre 
spread of pictures of the British 
Games at the White City. One of 
the features deals with Soviet 


sport. 

* * * 
Designed by Alfred Pemberton 

Lid., and printed by Tinlings, of 

| Liverpool, Your British Railways 

(2s.) is a lavishly pictured pro- 


Publications News and Notes 


duction, the object of which is 
“to reveal something of the com- 
plex romance of organised human 
effort behind those familiar things 
about the railways which are 
accepted as commonplace.” 

* * * 


As from next January the 
Monthly Journal of Glasgow 
Chamber of Commerce wil] be 
published by the Chamber itself, 
instead of by Edwin J. Parker 
Publications Ltd., as at present. 
The Journal will be continued in 
its present form. 

* * * 


The 96-page holiday number of 
Go, includes “At the Seaside, 
four poems by Sir Osbert Sitwell, 
La Plage by Degas (in colour), and 
a drawing by Robin Jacques: all 


on an extending folder. Leonard 
Russell previews 30 autumn 
books and Bernard Fergusson 


describes his first bullfight. 


@ Continued from page 226 


CRUEL TO THE 
ALPHABET 


produce something nice. 

The alphabet, he said, was 
probably the most maitreated 
part of our cultural inheritance, 
and in print it seemed to be 
the poster faces that were the 
worst treated. 

S. Lagerstrom (Sweden) said 
that the type face was the element 
that had the greatest influence on 
readability. After emphasising 
that different types of books had 
different functions and should be 
designed accordingly, he suggested 
that books could be divided into 
seven groups: utility (such as text 
books); scientific, artistically illus- 
trated; novels; commemorative; 
photographic; and children’s 
books, fairy tales, etc. 

Mario A. Coen (Italy) made a 
strong plea for the extension of 
copyright to the printing field to 
prevent the “scandalous” plagiar- 
ism and imitation of artists’ ideas. 

C. Rosner (Britain) contrasted 
the French tradition in book pro- 
duction, with its extremes of 
cheap paper-covered books on 
the one hand and lavishly pro- 
duced volumes on the other, with 
the steadier British tradition. 

Plastic book-pages that would 
“accept and retain” adhesive 
more readily than paper does 
were a_ possible development 
envisaged by Sir Robert Leighton. 

Among the administrative 
developments to be hoped for, he 
said was that whole editions 
would be folded, gathered and 
sewn at the same time rather than 
in small batches to suit the pub- 
lisher’s sales demands as often 
happens at present. This piece- 
meal method was all very well 
when binding was done by hand, 
but to-day, when keeping down 


costs depended to a large extent 
on mass production by machine, 
it caused much wasted effort. 
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Legal and Gazette 


VOLUNTARY LIQUIDATION 


A meeting of the creditors of the 
Curzon IinrernaTionaL Lrp., 11 Duke 
of York Street, London, S.W.1, adver- 
tising agents, was held at Farleigh House, 
Lawrence Lane, E.C.2, when a statement 
of affairs, as at May 31, 1951, was sub- 
mitted which disclosed liabilities amount- 
ing to £15,402, of which £9,790 was due 
to ‘wo = £1,616 directors loans; 
and Bank. In addition 
- ay were cpanel creditors for £1,660. 
The assets at book value were put down 
at £11,146 and were estimated to produce 
£5,299, but from the latter figure had to 
be deducted £244 for preferential claims, 
thus leaving net assets of £5,055, or an 
estimated deficiency as regarded creditors 
of £10,347. There was a footnote to the 
Statement to the effect that the debt duc 
to the Bank was secured by the guarantee 
of a director who would repay the over- 
draft and rank as an unsecured creditor 
in place of the ik. 

The issued capital amounted to £6,000, 
ali of which was said to have been paid 
for in cash 

Trading accounts showed that for the 
year to August 1948, the charges a 
commission earned amounted to £17,233, 
on which there was a gross profit of £583. 
but a net loss of £6,710. In the following 
eS ans COMMISSION inci case j 

5, the gross profit amounted to 
£4,156, and the final result was a net loss 
of £3,527. For the year to August 31, 
1950, there was a further net loss incurred 
of £3,765. In that period the charges and 
commission earned totalled £43,989, and 
the gross profit was £4,551. The com- 
Ppany's accountant stated that during the 
three years covered by the accounts there 
were bad debts sustained of £53, £1,420, 
and £2,789 respectively. 

Mr. Cc. G Poppicton. representing 
creditors, inquired what was the present 

regarding the secured creditor? 


balance outstanding of some £300 instead 
of the amount of £1,660 shown on the 
siatement of affairs. The loan was secured 

the assignment of book debts and 
although the amount had been reduced 
by the collection of debts, the bank over- 
draft now stood at something like £5,000 
and was, as explained in the statement of 
affairs, guaranteed. 

It was also stated by the chairman that 
@ moratorium for three months was 
granted by creditors in March and had 
now expired, but some of the creditors at 
the mecting intimated that they had not 
assented to the arrangement. 

Mr. Poppleton said there appeared to 
be some doubt as to the validity of the 
assignments of debts to the secured 
creditor and, in his opinion, the repay- 
ment ©: Mmonmes to the secured creditor 
during the moratorium constituted a pre- 
ference and it ought to be returned to 
tae liquidator He added that whilst he 
tad a certain amount oi sympathy with 
the directors he felt, that as a gesture to 
other creditors, they (the cirectors) might 
consider the withdrawal of their claims 

hey knew the company was losing moncy 
every year whereas creditors were not in 
@ position to know of the losses being 
incurred 

A resolution was passed confirming 
voluntary liquidation of the company with 
Mr Granville White, 73 Cheapside, 
E.C.2, as liquida‘or A committee of 
inspection was also appointed consisting 

p> representatives of Messrs. Astral 
Hulton Press Ltd.; 

; Shaw Publishing Co. 

Associated Newspapers Ltd. 


COMPANIES WINDING-UP 
The first meeting of creditors of 
HURLINGHAM PUBLICATIONS LTD., 28 Con- 
duit Street, London, W.1, advertising 
contractors. was held at the Board of 
Trade Offices, Inveresk House, W.C.2, 
when the Official Receiver reported that 
oe wirding-up order was made on June 


The statement of affairs disclosed un- 
secured liabilities of £1,405 against assets 
estimated to produce £373 

The company was formed in June 1950, 
with a nominal capital of £100, all of 
which was issued. A magazine Australia 

was registered and dummies pre- 

In August 1950, the first issue was 
published Only about 800, copies were 
sold. The second issue was delayed until 
December owing to a printing dispute. 
The third issue was never sent 
Printers as it was realised that 
better distribution, and considerably more 
advertising revenue, the magazine could 
not possibly show a profit. 

Financial difficulties followed and in 
March of this year a creditor for work 
done obtained judgment against the com- 
pany, and that amount remaining wholly 
unpaid, the winding-up order followed 

Accounts prepared in support of the 
statement of affairs showed that for the 
period from incorporation to the date of 


the winding-up order the total revenue of 
£669 and a net loss of £2,186 was in- 


curred. 
A resolution was the appoint 
ment of Me EF Tentersall, » “higui- 


dator with a committe of itte of inspectio 


RECEIVING NG ORDER 
Davip S. SLATER, trading as “‘Anima- 
tion Co.” 10 . Bradford, 
Yorks., silk screen Receiving 
Order ‘July 10. 


CHANGE OF ADDRESS 
wee to 40/43 William IV Street, 
42 


Printer. 


OF rrestie 
LONDON TEL: TRA 4277 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 
DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON -S.W.1 ~- TEL. VIC 0912-3 
w 2RKS—-—_____ FULHAM 


STOWE « BOWDEN LTD 
LONDON OFFICE 
have changed their 
TELEPHONE NUMBER 


to 
GROSVENOR 33588 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27, BOSTON ROAD, HANWELL W.7 
aor 
Personal Acte 


. :& 
Complete and Guaran cand Ser eantacheVeliath Sones 


ROTAPRINT & MULTILITH USERS 

We offer you a speedy Photo-Litho service 

that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


> Box 466 


ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


LAYOUT, design and typography. 
writing Young ~ * 31, seeks 
tag appointm 

) Ad. Weekly 180 Fleet St EC4 


copy- 
pro- 


M.LAMA. 


ADVERTISING MANAGER 


Keen to take over a new appoint- 
ment after September 1951, when 
existing contract can be ter- 
minated. 

Al present advertising manager 
for leading pharmaccutical house. 
Accustomed to handling several 
appropriations ard creating and 
directing publicity to achieve the 
results demanded in conjunction 
with sales policy and production 
output Home and overseas 
experience. 

For further particulars 


Diease 
write to 


Box 477 
Advertiser's Weekly, 160 Fleet St., E.C.4 


YOUNG MAN 
trainee 
ry 


29, secks apps 4 mmen as 
in an Agency imagina- 
pecnle ability and Dis ih ot 
Box rp a rad Weekly 180 Fleet St BC4 
ADVERTISEMENT MANAGER, impres- 
sive ecord rst class experience 
ag Sereen, Radio and Sport. Please 


rite 
Box 448 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


FREE LANCE ¢ ae wwasren, reliable. 
original—can accept work 
Box 484 Ad. Weekly 180 Fleet St BC4 

B.A.C.H, STUDIO, 3 Tottenham Place, 
Tob Chamber, Bristol! 
Pictorial and lettering signs 

{_cratt. 

HOUSE JOURNALS. Complete pro- 
duction by expert editorial and layout 
team at reasonable price. Wiles’ Pub- 
lications, 74 Shirley Road, South- 
ampton 

re LANCE ADVERTISING SER- 

Le Press- ~- brochures—dis- 
Mom Personal serv 
Box 373 Ad Weekly. ‘180 Fleet St BC4 


AGRICULTURE 


AGENCIES HANDLING 
AGRICULTURAL ACCOUNTS 
are offered 
EDITORIAL & JOURNALISTIC 
SERVICE 
by 
Small unit combining practical 
farming experience with first 
class editorial connections. 

Highest References. 
Inquiries (confidential) to 


on, 
Quality 


Box 459 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ALL-ROUND ARTIST (in job but wants 
better work). Pe Colour, figures, 
oa. pretty girls. Can work small 

eh 
Box 454 Ad. Weckly 180 Fleet St EC4 


is BUSINESS OPPORTUNITIES 


FOR ALL 
7181, 
w.c 


commercial 


art phone MUS 
- Partridge, 


23 Bloomsbury Sa.. 


CAMERA TALKS (photographers): 
Specialists in sponsored Educational 
Filmstrip Production All inquiries to 
Camera Talks, 23 Denmark Place 

W.C.2. TEM 1828 

VPHOUTO-UNION LID., ail photograpme< 
services and facilities. Studio House, 1 
Soho Sauare GERrard 7184 

ADVERTISER, 25 years successful 
selling and organising experience would 
consider acting as Sole Agent for the 
selling of Advertising space in well 
known periodical or trade journal 
Prepared to open offices in London and 
build up vital and enthusiastic selling 


force. 
Box 463 Ad. Weekly 180 Pleet St BC4 


} 


im APPOINTMENTS WANTED Mim BUSINESS OPPORTUNITIES 


A NEW METHOD for imparting a 
superior finish to Showcards, Sales Lists, 
Catalogues, wings and other pri 

Morane Heat Sealing Trans- 


lars from Morane 
Woodthorpe Road, Ashford, 
sex. 

LETTERPRESS PRINTERS not working 
to capacity wish to contact a gentieman 
who in the course of his business 
movements can influence some addi- 
tional turnover. 

Box 438 Ad. Weekly 180 Fleet St EC4 

CREATIVE (LETTERING, prompt ser- 


FANTNERSM "AVAILABLE | 


worth of equipment. 
Alexander, net 
Road, W.2. 
WELL-KNOWN Covnty 
miles London has 
with paper, for 


House, 


Newspaper, 25 
facilities available 
the production of 
weekly magazine comic, etc. Single 
colour but possibility - two poate 
later. 30,000 copies, pp. 8 
32 on. sf in. x ub te. 
; x 44 in. copies pro 
. _ Inquiries invi 
Box 462 Ad. Weckly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS, 


Book Jackets, Advertising Folders, 
elc., by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine_ Colour Printers, Bournemouth 
Telephone: Dorecaibe eas 
London ¢: 98-100 Ficet St.. E.C.4, 
Phone CENtral 1740 


ACCOMMODATION 


FLEET STREET Excellent 
for Newspaper. Ist 
approximately 450 sq. ft 7 
£300 p.a. Ex ite, 

The Western Daily Press, Bristol, 


SOUTHAMPTON ROW | BE 
ROW C.1, approximately 4,500 sq 
ft. Af c $s mainly 
floor. Rental only £2,250 Re 
mium Principals only. 
Box 482 Ad. Weekly 180 Plea St BC4 


SALES AND WANTS || 


AEROGRAPH - foot 
pump Mode! ‘A’ 
Seen Purley 

FOR SALE 
4s r 


opportunity 
offices 


years 


air compressor 

airbrush, 14 gns 
UPLands 6919 

250,000 large paper ‘clips 

6d. per 1,000 inclusive 

Box 483 Ad. Weckly 180 Fleet St BC4 


_ PRINTERS ~© 


LONDON LETTERPRESS PRINTERS 
inguicies for printing for high 
colour, halftone and jobbing. 

Paper availa 

Box 381 Ad. Weekly 180 Fieet St BC4 
LITHOGRAPHIC PRINTING. es oe 

offer high quality colour work a 

personal service he est Yorkshire 

Printing Co., Ltd Georeg Street, 

Wakefield. 

TING. Provincial 

Printers invite inquiries for leaflets, bro- 

chures and catalogues a colour or 

black and white. Best quality 

Box 485 Ad. Weekly 180 Fleet St EBC4 
LETTERPRESS PRINTERS, near Lon- 

don, good stocks art paper, offer first- 

class printing service High grade 

colour and commercial work, leaficts, 

brochures, etc.. any a Modern 

plant—competitive 

Box 490 Ad Weekly 80 Fleet St EC4 


SPECIAL ANNOUNCEMENT 


See July 12 issue of Advertiser's 
Weekly, pages 122 and 123 for 
the Advertising Services & 
Supplies Section. August 9 
will be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


required by Manufacturers 
of a Nationally advertised 
brand of Corsetry. Appli- 
cants for this progressive 
appointment must be fully 
experienced in Fashion 
Advertising and possess a 
sound knowledge of Win- 
dow Display and presenta- 
tion in the Fashion field. 
Salary £1,000 per annum. 


Box 467 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SECRETARY required for Media Mana- 
= Fleet S a re Lg age, 


Box 480 480 Ad. i Weekly” 180 Fle Ficet st BC4 


ARE YOU A CREATIVE 
SHOWCARD & CUT-OUT ARTIST? 
oe are a specialist in printed point 

sale display and understand con- 

structional design, a pa Fs gre | 

company can a position wit 
prospects. 


Box 476 
Advertiser's Weekly, 180 Fleet St., E.C4 


PRODUCTION ASSISTANT required. 
Experience of block ordering and space 
-_o aes cosets. S-day week. Write 


Box ee Ad Weekly 180 Fleet St BC4 
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Auaust 2, 1951 


CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS 
APPOINTMENTS Ba og ss. 
45s. per 
charge, one line ‘phe -45 1 covering postage 
advertisements 


Weekly,” 180 Fleet Street 


VACANT, 3s. 6d. per line. 2. on Gly oe ee. 
per line, 35s, per display panel 


inch. Al other 
Soe. ~~ Box No, 


Series rates application: 
By Seven insertions MUST ax ‘PREPAID. Address: “Advertiser's 


ion, E.C.4. CHAncery 8844. 


APPOINTMENTS VACANT 


PHOTOGRAPHY 
opportunity is offered to the 


in oa": Specialising in 
photo- 


Bor "tia Ad. Weekly 180 Fleet St EC4 
PU 


NSBURY) 


NIC AREESS able 10 pro- 
duce first class line drawings of 
engineering mg A from blue peints. 
Write or phone Hayward & Partners, 
l6la High Street, Bromicy, 
RAV. ensbourne 6702. 


experience 


DESIGN CONSULTANT. package 
designer req ASSi: Ex 
of packaging and exhibition work an 
advantage. 


salary required, to 
Bor s01 Ad. Weekly 180 Fleet’ St ECS 


reséarch. 


ALFRED PEMBERTON LTD. 
require a fully qualified 


MANAGER 


for their Research Department. He 
should have extensive knowledge and 
experience of market and marketing 
research, media research and sources 
of published information. He must 
be capable of advising our clients 
and directors on all aspects of 


Write full particulars of experience 
and salary to 


The Managing Director 


ALFRED PEMBERTON LTD. 
93 PARK LANE, 


LONDON, W.i 


REPRESENTATIVE 


*Phone your Classifieds 


MERCURY 
DISPLAY WRITER 


DISPLAYS LTD., require 
for their Putney 
Bridge Studios. Write: 245 Vauxhall 
Bridge Road, S.W.1. 


ADVERTISING MAN of good educa- 
tioa, artist. copywriter, to take charge 
of Publicity, old eee London 
Engineering Co., W.C.1 Disirict. Write 
Stating salary required 

464 Ad. Weekly 180 Fleet St BC4 


possess general 


writing ability. 
contract; 


slides, posters, booklets, etc. 


dent fund. Salary and all 


MASTER’S LIMITED 


Advertising and Associated Services 
SINGAPORE 


JUNIOR ACCOUNT EXECUTIVE 


A vacancy exists on the staff of this old-established European 
Advertising Agency in Singapore for a Junior Account Executive 
between 23-25 years of age, preferably single. 
all-round Agency experience; 
knowledge of production processes; sound creative and copy- 
First class return passage provided; 3 

six months leave on renewing contract for further 3 
years; provident fund. Salary and all c 
ability and experience. Apply with full details of personal history, 
nature of accounts serviced, past and present employment to: 
EXPORT ADVERTISING SERVICE LTD. 273-287 Regent St., London, W.! 


COMMERCIAL ARTIST 


Applications are invited from experienced Commercial Artists for 
position as Assistant in the Art Department of this old-established 
European Advertising Agency. Applicants must possess sound 
knowledge of modern techniques and reproduction processes. 
Must also be capable of producing original ideas for Press, cinema 
Practical experience in layout, 
rough visuals and finished artwork in line, half-tone and full-colour 
essential. First-class return passage provided; 3 years’{contract; 
six months leave on renewing contract for further 3 years; provi- 


Applicants must 
fundamental 


ate with 


ductions) to: 


experience. Apply with full details of personal history, past and 
present employment, specimens of Artwork (original and repro- 


EXPORT ADVERTISING SERVICE LTD., 273-287 Regent St., London, W.! 


ate with ability and 


ADVER REPRESENTATIVE 
required for exclusive South African 
men’s wear Trade journal. This con- 


potential in British textile 
apparel manufacturing fields. 
Liberal commission. Write: Trade 
Paper, Box 4562, Cape Town. 
JUNIOR SHORTHAND TYPIST: Junior 
shorthand /typist required for a progres- 


sive ~London Agency Progressive 
good 


ry. essen- 
tial. Write fully, eee jae experi- 
ence and salary require 
_ Box 400 Ad. Weekly 180. Fleet St EC4 
SPACE SALESMEN with experience re- 
quired for media 
Great Britain. Phone: Sky Press Ltd. 
AMBassador 6628 b ss 
FREELANCE REPRESENTATIVES, 
London and Midlands preferably con- 
Mections recognised advertising agents, 
> = space On leading service journal, 
Box 472 Ad. Weekly 180 Fleet St EC4 
A_ LONDON ADVERTISING COM- 
PANY wishes to contact layout, figure 
and gencral illustration i and 
technical illustrators for free lance or 
Spare-time work. Top grade only. 
Box 461 Ad. Weekly "80 Fleet St EC4 


EAST AFRICAN STANDARD LTD., 
Nairobi, Kenya Colony, requires experi- 

ed Colour Eicher. Starting pay ai 
allowances £730 per annum, Must be 
capable of half wne etching on copper 
and zinc. Apply giving details of train- 
ing and experience and with copies of 

references to Davis Soper 

London, E.C.3. 


_ 52 & 54 St. Mary Axe 
RETOUCHING ARTIST for aerial 
tographs. Studio in  Boreha 

. Herts. Must be good letterer 

and photographic colourist. Ability 

manage staff cssential —— stating 
salary required and cxperie 

Box 469 Ad. Weekly 180 Fleet ‘St. BC4 


to CHA 8844 (Ex 23) 


JUNIOR | nye a et TYPIST with 


as agency book- 


keeping EE by 
Write, stating experience, age and 
salary required. 

Box 473 Ad. Weekly 180 Fleet St EC4 


The Bombay Office 
of an International 
Advertising Organisation 
requires a 


First Class VISUALISER 


Applications 
have the Pw hy — 


(i) Mature experience of visualising 
important advertising campaigns 
in front-rank London Agencies. 

(ii) A full professional knowledge of 
art techniques and reproduction 
processes. 


rom men who 
ications :— 


(iii) The ability to see work through 
from the conception of the idea 
to final reproduction. 

(iv) Zest for the business of advertis- 
ing and an ability to understand 
the view point of others and 
express his own individual view 
point effectively. 

(v) The capacity to go far in a job 
which offers unusually attractive 
scope. 

Write in confidence to 


Box 457 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


ADVERTISEMENT MANAGER wanted 
for series of weekly newspapers in 
South Manchester aren: write, a 
ass. experience and salary required to 

Ox SaP Aa Weekly 180 Fleet St ECS 
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Dairy and Packaging Trades, must be X 
Z versatile with knowledge of print, copy [ 
4 week Appl _roRDS. in 
week. y 
LIMITED, Avenue, 
i _ Bedford. 5 
; AN INTERESTING and progressive 
Ey position is offered to a well educated = 
| fil, Pleasant manner and frst rate shor a 
fe nd and typing essential. Write in 
i first. instance to Rentokil Lid., 23 
- x Bedford Square, W.C.1 . 
“ee T . 
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ae ; 
A H ESTIMATOR and Print Buyer for pro- 
a j gressive Printers. Offices in the West re 
cA End. Write, stating age, 
F and salary pare’ to . 
: Box 433 Ad. Weekly 180 Fleet St EBC4 / 
: 1 SETTLE IN FOR SEPTEMBER in the a 
a | Studio of an Advertising Agency. ‘ 
. : Really progressive opportunity for all- “2 
round artist with some agency ability. ; 
ay : Happy conditions with a live team. id 
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AucustT 2, 1951 


APPOINTMENTS VACANT 


CREATIVE 
VISUALISER 


required by well-known 
London Agency. He should 
possess a flair for good 
sophisticated figure work 
and at the same time have 
the flexibility of technique 
and enough imagination and 
ideas to work stylishly on a 
variety of National Accounts. 
It would be an added ad- 
vantage if he could produce 
humorous work. 

Apply giving full particulars 
of age, experience, and 
salary required to: 


Box 458 
Advertiser's Weekly, 180 Fleet St., E.C.4 


CLASSIFIED ADVERTISEMENTS 


VOUCHER CLERK required by London 
Advertising Agency S-day week. 
Tottenham Court Road Area. Write, 
Stating salary required to 
Box 466 Ad. Weekly 180 Fleet St BC4 

WEST OF ENGLAND — Publishers shers of 
Official local guides, require ex: 
Manager for London office. eply in 
full confidence, stating age, experience, 


cic., to 
Box 428 Ad. Weckly 180 Fleet St BC4 


CANDIDATES FOR 


THE A.A., LILP.A. and 1.S.M.A. 
EXAMINATIONS 

are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 

hip, and Sales Management. 


ARTIST. Experienced General 
required for London 
lettering or ictouching 
class with 8 to 10 years’ studio experi- 
ence. Write in first instance, stating 
age, re and salary required to 
Box 479 Ad. Weckly 180 Fleet St EC4 


LETTERING ARTIST 
tequired by Studio in London. 
Commencing salary £8 p.w. 
Good opportunity, Write, stating 

experience. 
Box 49! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


class production man with previous 
agency experience. Write ip first in- 
ce, giving full details of age, ex- 
perience and salary required to 
Box 398 Ad. Weekly 180 Fleet St BC4 
LAYOUT. Experienced layout artist re- 
quired by London Agency. Previous 
agency experience desirable 
ability to produce good, clean pencil 
roughs. Position carries a good salary 
and five day week. Write in sae 
Stating age, experience and salary, re- 
uired to 
jox 431 Ad. Weckly 180 Biect St BC4 


DISPLAY & EXHIBITIONS 
CONTACT MAN 


required by new organisation. 
This presents a good oppor- 
tunity for the right man to 
work in progressive and con- 
genial atmosphere, and expand 
his own interests with those 
of the business. Write, in first 
instance, in full confidence, 
giving details of experience 
and stating when free to com- 
mence, to 


DECOR & DISPLAYS 
3 Albemarle Street, London, W.! 


Send for our 28-page booklet 
“Advertising’’ or ‘‘Salesman- 
ship and Sales Managements”’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 13 
International Bidgs., Kingsway, W.C.2 


PRODUCTION ASSISTANT for West 
End Agency. Knowledge of Blocks, 
printing and layout desirable. 5 day 
week Holiday considered. Super~ 
Write, giving ao exper 

ence and salary required to 

Box 481 Ad. Weekly 180 Fleet St BC4 


annuation 


Tels: TER 2654 & 9681, 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


a ane Y INTELLIGENT telephonist 
. who can copy type. 9.30/6 p.m. 
¢ Sia! teroht _PAD 9266 PSG, 
ASSISTANT required for Ad 
Department. Good prospecis for young 
man Or woman who can write copy for 
leaflets and do rough visuals for adver- 
tisements and sales material. Apply in 
writing to Advertising 
Schweppes Lid., Marble Arch, London, 
w.2 
RETOUCHER required with first class 
studio experience. Good conditions 
and . Creative 
Artists, Lid, 8 and 9 


Advertising 
. East Harding 
Sureet. E.C.4. 


TUNITY for Youth 
sx wol 10 gain experience 
Detail Department of weil 
Agency servicing 
Accounts Write 
soacauoe and any special aptitude to 
Bo 4 Ad. Weekly 180 Fleet St BC4 


WILLIAM E. LARGE STUDIOS 
want additional 


LETTERING ARTISTS 
AND 
GENERAL ARTISTS 


apply with specimens 
WILLIAM E. LARGE 
30 Craven Street, Strand, W.C2 
Telephone : WHitehall 57/14 


PRODUCTION MAN wanted. Salary 
according to age and experience. 
Write, giving full cetails of experience 
to Production Director, . 

Ltd.. Kingsway Hall, W.C.2. 

REPRESENTAIIVE required. Must have 
selling ability and be capable of taking 
instructions. Good support. Excellent 
and unique service. Apply, Har 
Press (Advertising) | Lid., 47 West Street, 
Harrow, Middlese Z RA I lad! 

FIRST CLASS — "RETOUGHER for 
technical subjects wanted by leading 
specialist Agency. Salary according to 
experience, age immaterial (within rea- 


son) 
Box 471 Ad. Weekly 180 Fleet St EC4 


YOUNG qaeative MAN required by 
Cattle Food Manufacturers Excel- 
lent opportunity and interesting job for 
lively active young man with flair for 
Publicity. ——. details experience, age 

salary required 
Box 470 Ad. Weekly 180 Fleet St EC4 

VACANCY OCCURS IN ADVERTIS- 

ING DEPARTMENT of Engincering 
j for young LAY- 
Press and Cata- 

logue _work—Exhibition Stand design- 
ing. Excellent opportunity for develop. 
— of own ideas. Scope for advance- 


bos 465 Ad. Weckly 180 Fleet St BC4 
ASSISTANT (maic (male) i required by Public 


to work without 
details and salary required to 
Box 449 Ad. Weekly 180 Fleet St BC4 


writing. 


REQUIRED 


1. A Copywriter 
2. A Visualiser 


Capable of earning, where high standards 
are demanded, a four figure salary. 


Applications in full detail please, and in 


Personnel Manager 
A. N. HOLDEN & CO. LTD.. 


94 MOUNT STREET, LONDON, W.1 


- 


SPACE SALESMAN 
Representative (part time or a firm) 
required to call on National Adver- 
tisers selling space in colour on a 
new type of production exhibited 
to motorists throughout the country. 
The production s% unique and com- 
mands salcs pulling 
Excellent remuneration 
Details in confidence so = 
Bradlaw House 

Bognor Regis” 


pe 


IRST CLASS icticring and layout artist 
required for London Agency; must be 
fully experienced 
Box 487 Ad Weekly 180 Fleet St BC4 


ADVERTISING MANAGER 


Can you write good copy, 
whip-up plenty of Press pub- 
licity, specify print and art- 
work, edit trade Bulletins, 
look after advertising and 
sales promotion, supervise 
printing and direct mail 
departments, handle _ staff? 
If so, apply to Mr. L. T. E. 

Webb, General Manager, 
Sebel Products Ltd., 39-41 
New Oxford Street, London, 
W.C.1, stating age, experience, 

salary required. 


EXPERIENCED LADY BOOK-KEEPE 
tequ red by Leading Advertising Agency] 
Knowledge of Advertising Account 
essential, also able to type. 5-day we 
Write stating age, experience and salary, 
required to Secretary, mde Liu. 
$ Chancery Lane, W.€ 


RETOUCHER. Wes “End Commercial 
Studio requires a further first class re 
touching artist ood salary offered) 
with five day week. Write in first i 
stance stating On experience and 
7, roma 
Box 432 Ad Weekly 180 Fleet St EC 


APPOINTMENTS WANTED | 


a ee TAL FIRM desiring servic 
of young Advertising Manag 
organise or take over internal 
tising Department combining 

—y and design, copywriting and 
Press advertising; comprehensive 
of —— and “Rota- 


id 
[ my Ad “Weekly | 180 Fleet St BC4 


VERSATILE ‘ARTIST VISUALISER, 
seeks responsible position in publish 
ing, publicity, experienced layout, 
typography, technical and creative 
artwork 
Box 478 Ad. Weekly 180 Fleet St BC4 

D.A.A., aged 25, 
sible position in 

Advertising Department. 

war expericnce on sey 
graphy, Copywriting and 

Box 495 Ad. Weekly 180 Fleet St EC4 


MADMAN AT LARGE! 


wisoes io ¢ comparatively 
peaceful life in publicity department 
for the hazards of an account execu- 
tive’s existence. Age 31; creative and 
j i ip For full 
details of patient, please write 


Box 486 
Advertiser's Weekly, 180 Fleet St., E.C.4 


a ay. “hg Private Secre- 
If you are in 


2 nT 
2 (WHitehall £924) 
special.se in effic emt personnel 


(Continued on page 247) 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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55/- (overseas) 


"STOP PRESS 


‘YOU’ MAGAZINE 
SUSPENDED 


Gunn Publications Lid. an- 
nounce suspension of “You” 
magazine tor indetinite period. 
“you” was founded iast Vbecem- 
ber. Firm will now concen- 
trate on “Air News” and 
house magazines which it pub- 
lashes. ihere was big response 
in wholesale and retail trade to 
plans for eniarged edition of 
“xou” in Septemoer, says Her- 
bert Gunn, managing airector, 
“but without adver«sing support 
project became unworkable.” 


FILM POSTERS 


London County Council are 
strengtaening regulations 
governing display of film posters 
and publicity material at places 
of entertainment to prohibit use 


PRINTEGRITY IS THE ESSENCE OF Sccied pas ot ane Se 
THE PRINTING SERVICE WE OFFER 


S. a copy 
6 REGISTERED 52/6 a year 
T G.P.O. AS A ' Post free 
NEWSP R ork 


‘NO’ TO BIGGER 
NEWSPAPERS 


Because of need to 


~craftsmanly integrity in the production of 
ks of newsprint to safer 


stoc 
Letterpress and Lithographic printing. Business on oy — B- ; 
- , P of more newsprint for news- 
integrity—the reputation for keeping a promise papers, says Richard Stokes, 


and respecting a confidence. 


Here every aid is yours :—Process Engraving, 


Stereotyping, Deep-etched Offset, Bronzing, CONSUMERS’ ADVICE 
CENTRE 


Government co set- 
ting up ——— a ao 
centre” to carry out expert tests 
Send us your enquiries. You will not be on merits of goods sold, Sir 
Board of Trade, told Commons 
" P o e, ommons 
disappointed. that committee to decide how 

service could best be organised 
would soon be set up. 


Embossing and Finishing. 


F. W. Hampshire introducing 
Snowfire wave set, e space 


FOSH & CROSS LTD., 80-92 MANSELL STREET, LONDON, E.! | ads. “Daily Mirror,” “Woman,” 


Irish Censorship of Appeals 
Board has lifted ban on several 
periodicals fee 2 f MF me | 

u y,” “ u Sd 
Telegrams :—PRINTRADE, LONDON. Telephone :—ROYAL 1731 (10 tines) | “Womans Own,” “The Mitacle.” 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street. London, E.C.4. (Phone : Geny SN) 
August 2, 1951. Printed in England by Staples Printers Limited at their Greag Titchfield Street, London, establishmen' 
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